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>KnightRidder> 


We're  local, 
coast  to  coast, 
in  newspapers... 


>  The  Philadelphia  Inquirer 

>  Detroit  Free  Press 

>  The  Miami  Herald  &  el  Nuevo  Herald 

>  San  Jose  Mercury  News 

>  The  Kansas  City  Star 

>  The  Charlotte  Observer 


>  Fort  Worth  Star-Telegram 

>  Saint  Paul  Pioneer  Press 

)  Contra  Costa  Newspapers 

>  Philadelphia  Daily  News 

>  Akron  Beacon  journal 

>  The  (Columbia,  S.C.)  State 


>  Lexington  (Ky.)  Herald-Leader 

>  The  Wichita  (Kan.)  Eagle 

>  The  Macon  (Ga.)  Telegraph 

>  Tallahassee  (Fla.)  Democrat 

>  The  (Wilkes-Barre,  Pa.)  Times  Leader 

>  Duluth  (Minn.)  News-Tribune 


when  the  news  broke  that  12-year-old  Jorge  Coberero  hod  been  electrocuted 
in  0  county  bus  shelter,  the  official  line  was:  probably  a  lightning  strike. 

Miami  Herald  reporter  Curtis  Morgan,  arriving  at  the  scene,  knew 


something  much  worse  was  going  on  when  he  saw  the 
crowd  of  electricians,  police  and  bureaucrats.  Inklings 
in  his  initial  interviews  pointed  not  to  an  act  of  God, 
but  to  acts  of  negligence.  , 

Reporter  Joe  Tanfani  rushed  to  county-hall  to  begin 
reviewing  the  county's  records.  By  that  evening.  The 
Herald  had  made  the  deadly  connection:  The  boy  died 

because  of 
horribly  botched 
electrical  wiring. 
The  bus  shelter  had  been  turned  into  a  high-voltage  death 
trap.  And  the  errors  weren't  caught  because  the  county 
had  shredded  its  inspection  system. 

Each  day  that  week,  writing  on 


N  herald  had  made  the  deadly  connectior 

EGLIGENCE? 


deadline  pressure.  The  Herald's 


The  Tragic  Truth  Made 
Herald  A  Pulitzer  Finalist. 

inspector  had  signed  off  on  the  shelter.  They  reported  that  connections 
had  been  jury-rigged  by  an  unlicensed  employee  who  had  flunked 
electrical  tests.  And  they  showed  how  a  state  law,  pushed  by  the 
:  building  industry,  had  contributed  to  the  tragedy. 

The  stories  produced  quick  results.  Police  launched  a  homicide 
investigation.  The  county  shut  down  power  to  all  the  company's  bus 
shelters.  And  building  regulators 
restored  a  system  of  painstaking 
inspections. 

.  .Knight  Ridder  congratulates 

j  The  Miami  Herald  on  being  a  Pulitzer 

Prize  finalist  for  local  breaking  news. 

And  we  commend  its  reporters  for  what 
their  efforts  accomplished  for  the  safety 
and  well-being  of  the  community. 

Knight  Ridder.  What  a  difference  a  newspaper  can  make. 


Information  for  Life 


Belleville  (III.)  News-Democrat 

>  Grand  Forks  (N.D.)  Herald 

Columbus  (Go.)  Ledger-Enquirer 

>  The  (San  Luis  Obispo,  Calif.)  Tribune 

REAL 

The  (Biloxi,  Miss.)  Sun  Herald 

>  The  Monterey  County  (Calif.)  Herald 

The  (Fort  Wayne,  Ind.)  News-Sentinel 

>  (State  College,  Pa.)  Centre  Daily  Times 

...and  on  the 

Cities 

The  (Myrtle  Beach,  S.C.)  Sun  News 

>  Aberdeen  (S.D.)  American  News 

Bradenton  (Fla.)  Herald 

>  The  (Warner  Robins,  Go.)  Daily  Sun 

Real  Cities  Network. 

WWW.  realcities .  com 
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Leam  MORE  about  the  activ¬ 
ities  of  the  FREE  PAPER 


industry  in  FPP,  Free  Paper 
Publisher.  It’s  the  only  maga¬ 
zine  exclusively  serving  the 
free  paper  industry. 

•  Advertising  Sales 

•  Circulation  Strategies 

•  Distribution  Issues 

•  Conference  Wrap-ups 

•  Technical  Updates 

•  New  Media 

•  Awards 

•  People 

•  Ownership  Changes 
...and  much  more 
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American  Association  of  Advertising 
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13-15  Newspaper  Association  of  America  Classified  Conference,  Hotel 
Vancouver,  Vancouver,  British  Columbia. 


13-15  Newspaper  Association  of  America  Reseaich  Conference,  Hyatt 
Regency  Vancouver,  Vancouver,  British  Columbia. 

13- 16  52nd  World  Newspaper  Congress,  Sixth  World  Editors  Forum, 

Info  Services  Expo  ’99,  Zurich,  Switzerland. 

14- 17  NEXPO  ’99,  Newspaper  Association  of  America,  Las  Vegas 

Convention  Center,  Las  Vegas,  Nev. 

16- 19  Association  of  American  Editorial  Cartoonists  Annual 

Convention,  Marriott  Hotel,  Chattanooga,  Tenn. 

17- 20  National  Society  of  Newspaper  Columnists  Annual  Convention, 
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Meeting,  Radisson,  Davenport,  Iowa. 
American  Association  of  Advertising 
Agencies  Account  Planning  Conference, 
Sheraton  Harbor  Island,  San  Diego,  Calif. 


Hilton,  Chicago,  III. 


16-18  Religion  Newswriters  Association,  Omni  Rosen,  Orlando,  Ra, 
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and  Mass  Communications  Conference, 
Sheraton,  New  Orleans,  La. 

8-10  Newspaper  Human  Resources  management 
Conference,  Inland  Press  Foundation, 

TBA,  Chicago,  Ill. 

1 9-21  Special  Sections  Conference,  Inland  Press 
Foundation,  Hotel  Inter-Continental, 
Chicago,  III. 


22-27  Visual  Edge,  National  Press  Photographers  Association,  Bay  Front 
Hilton,  St.  Petersburg,  Ra. 
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HOT  TYPE 


If  Chanel  says  so,  i 
it  must  be  true 

After  years  of  being  called  everything  | 
from  voyeurs  to  bleeding-heart  liberals,  j 
reporters  are  finally  reaching  the  ranks  of  | 
sexy  according  to  Chanel,  the  fragrance 
company  that  recently  placed  a  journalist 


among  the  professionals  it  considers  sen-  ; 
sual  in  a  new  ad  campaign. 

The  ads  touting  Allure  for  Men,  which 
have  hit  direct-mail,  billboards,  and  mag¬ 
azines  in  recent  months,  depict  men  from 
nine  professions  as  being  “real,  intelli-  ; 
gent”  men.  Those  pictured  are  specimens 
ranging  from  a  jazz  musician  to  a  surfer. 

Among  the  campaign’s  spots  is  an  ad 
featuring  free-lance  journalist  Rene  Chun 
of  New  York,  who  has  written  for  publi¬ 
cations  such  as  New  York  and  Esquire 
magazines.  The  spot  describes  him  as 
having  a  “real  allure”  and  boasting  that 
his  “intelligence  can  be  very  sexy.” 

Chanel  vice  president  for  creative  ser¬ 
vices  Lyle  Saunders  says  he  found  Chun 
in  Paris  last  year  during  a  search  for 
model-like  men  in  different  professions. 
Although  he  says  he  wasn’t  seeking  a  ' 
journalist  for  the  campaign,  he  found  ; 
Chun  to  have  a  handsome,  stylish  look. 

Could  this  be  the  start  of  a  new  image 
for  journalists,  who  have  long  been  a  few 
spots  below  IRS  auditors  on  the  scale  of 
public  opinion?  Saunders  says  maybe. 

“1  think  he  brings  the  world  of  journal-  i 
ism  up  a  few  notches,”  Saunders  says.  “It 
certainly  ups  the  ante.”  —  Joe  Strupp 

Making  the  mag 
more  Courant 

The  Hartford  Courant's  longtime  i 
Sunday  magazine,  “Northeast,”  is  going 
on  hiatus,  say  newspaper  officials.  But 
worry  not,  say  editors,  it  is  expected  to  i 
come  back  stronger  than  ever  with  a  ; 
redesign  in  early  2000. 

Courant  editor  Brian  Toolan  says  the 
17-year-old  Sunday  read,  one  of  the  few  | 
local  Sunday  newspaper  magazines  left  ; 
in  the  nation,  will  cease  publication  tem¬ 


porarily  in  September.  For  several 
months  after,  designers  and  editors  will 
plan  the  new  look,  which  is  expected  to 
be  launched  in  January.  “Our  primary 
interest  is  focusing  on  the  development 
of  a  bigger  and  better  magazine  for  our 
Sunday  readers,”  Toolan  says.  “We  want 
to  maintain  the  special  qualities,  but  in  a 
redesigned  and  enlarged  format.” 

—  Joe  Strupp 

News  hawks  plan 
late-night  flight 

Watch  out,  “Nightline!”  Your  next 
competitor  is  coming  not  from  the  grow¬ 
ing  ranks  of  late-night  talk  shows  but 
from  two  of  journalism’s  top  hawks  — 
PBS  and  The  New  York  Times. 

The  Times  is  helping  to  develop  a  new 
late-night  version  of  the  award-winning 
“NewsHour,”  which  originated  with  Robert 
MacNeil  and  Jim  Lehrer,  and  continues 
with  Lehrer.  It  could  be  ready  by  early  next 
year.  MacNeil,  who  left  “NewsHour”  sev¬ 
eral  years  ago,  is  reportedly  working  on  the 
project,  which  he  says  will  be  an  alternative 
to  the  “body-bag”  journalism  of  so  many 
late-night  news  shows.  —  Joe  Strupp 

Times  on  Amazon: 
Book  ’em,  Dano 

The  New  York  Times  released  a  state¬ 
ment  June  4  demanding  Amazon.com 
cease  and  desist  use  of  the  newspaper’s 
“Best  Sellers”  list  on  its  Web  site. 

The  day  before,  Amazon.com,  the 
Internet  bookseller,  requested  permission 
from  a  federal  court  to  continue  advertise¬ 
ments  that  cite  The  New  York  Times'  “Best 
Sellers”  list,  which  appears  as  part  of  a 
discount  promotion  launched  May  17. 

Amazon.com  said  The  New  York  Times 
sent  a  letter  May  28  demanding  that  the 
online  book  retailer  stop  using  the  news¬ 
paper’s  best-seller  list  due  to  copyright 
and  trademark  infringement.  In  its  June  4 
statement.  The  New  York  Times  clarified 
its  position,  stating,  “Unless  Amazon.com 
obtains  a  license  from  the  Times,  they 
must,  among  other  things,  stop  devoting  a 
separate  area  on  its  site  to  the  list.” 

Amazon.com ’s  response  to  the  letter 
said,  "The  New  York  Times  best-seller  list 
is  widely  used  in  the  book-selling  indus¬ 
try  as  an  indicator  of  the  most  popular 
books  being  bought  nationwide.” 

The  New  York  Times’  letter  appeared 


after  Amazon.com  announced  that  it 
would  offer  50%  discounts  on  books  on 
the  Times'  best-seller  list.  Other  Internet 
booksellers,  Barnesandnoble.com  and 
Borders.com,  followed  suit  shortly  after. 
However,  they  told  The  Associated  Press 
that  they  have  not  received  similar  letters. 

—  Karim  Mostafa 

Call-forwarding, 
Peruvian  style 

What  bugs  Peruvian  journalists?  That’s 
what  they’d  like  to  know. 

Ever  since  a  group  of  prominent  jour¬ 
nalists  discovered  in  1997  that  their  tele¬ 
phones  were  tapped,  they  have  been  try¬ 
ing  without  much  success  to  get  someone 
in  Peru’s  government  to  own  up  to  the 
surveillance.  The  group  finally  filed  legal 
charges  against  three  cabinet  ministers 
May  3 1  after  two  developments  snapped 
their  patience.  First  Peru’s  Parliament 
decided  to  shelve  an  official  investigation 
into  the  bugging.  Then  came  disclosures 
that  the  Army’s  intelligence  service  (SIN 
for  its  initials  in  Spanish)  has  developed 
new  plans  to  continue  tapping  journalists. 

Filing  the  constitutional  charges  are 
Mariela  Balbi  of  La  Republica  newspaper; 
Guillermo  Gonzales  Arica  of  Caretas  mag¬ 
azine;  C^sar  Hildebrandt,  former  director 
of  the  “En  Persona”  TV  news  program,  and 
Mdnica  Vecco,  an  investigative  reporter  on 
the  show;  and  Iv^  Garcia  and  Luis  Iberico, 
former  editors  of  the  “Contrapunto”  TV 
program,  and  Rosana  Cueva,  an  investiga¬ 
tive  reporter  on  the  show. 

—  Mark  Fitzgerald 

UPl  says  ‘adios’  to 
language  service 

United  Press  International  (UPI) 
announced  June  4  that  its  Spanish-lan- 
guage  service  has  been  temporarily  dis¬ 
continued  due  to  restructuring  plans,  AP 
reported. 

Amaud  de  Borchgrave,  UPI  chief  exec¬ 
utive  officer,  told  reporters,  “The  suspen¬ 
sion  of  the  Spanish  service  . . .  enables  us  to 
get  away  from  the  humdrum  routine  news 
coverage.”  He  continued  to  say  that  UPI 
will  reduce  its  hourly  news  updates  for  a 
more  investigative  wire,  all  part  of  UPI’s 
restructuring.  Plans  to  re-enter  the  Spanish 
language  market  are  scheduled  for  next 
year,  but  with  new  products,  said  de 
Borchgrave. 
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Tobacco  ads  smokod 

Newspapers  kicking  the  habit  across  the  country 


by  David  Noack 

The  Honolulu  Star-Bulletin  has  be¬ 
come  the  latest  newspaper  to  ban 
tobacco  advertising. 

The  decision  came  about  a  month  after 
The  New  York  Times  announced  that  it 
would  no  longer  accept  cigarette  advertis¬ 
ing,  effective  May  1.  The  Times'  decision 
affects  only  the  flagship  newspaper  and  not 
its  other  newspaper  properties,  such  as  The 
Boston  Globe  or  regional  newspapers. 

These  are  just  two  of  the  latest  newspa¬ 
pers  to  banish  tobacco  advertising.  Others 
include  The  Christian  Science  Monitor, 
based  in  Boston:  The  Deseret  News  of  Salt 
Lake  City;  The  Times  Leader  of  Wilkes- 
Barre,  Pa.;  and  three  in  Washington,  the 
Seattle  Times,  Walla  Walla  Union-Bulletin, 
and  Yakima  Herald-Republic. 

In  March,  the  Portland  Press  Heraldl- 
Maine  Sunday  Telegram  also  joined  the 
tobacco  ad  ban.  They  are  allowing  a  six- 
month  phaseout  to  honor  existing  contracts. 
In  addition,  they  also  asked  Parade 
Publications  Inc.  to  provide  a  tobacco  ad-free 
magazine,  which  will  begin  on  Jan.  I,  2000. 

Liz  Manigan,  Parade  vice  president  and 
promotions  director,  says  that  since  1994 
the  edition  for  the  Seattle  Times  has  also 
been  tobacco  ad-free. 

She  says  The  Times  Leader  in  Pennsyl¬ 
vania  did  contact  Parade  about  tobacco  ads, 
but  did  not  press  the  issue,  and  tobacco  ads 
still  appear  in  its  edition  of  the  Sunday 
magazine. 

Honolulu  Star-Bulletin  publisher  John 
Ranagan  says  the  decision  to  ban  tobacco 
ads  was  not  made  in  response  to  the  Times' 
action,  but  was  an  issue  that  had  recently 
been  debated. 

What  prompted  this  debate  was  a  reac¬ 
tion  by  readers,  many  of  whom  support  the 
right  to  bear  arms,  challenging  the  newspa¬ 
per’s  advocacy  of  gun  restrictions.  They 
argued  that,  when  used  properly,  guns  are 
safe,  but  that  tobacco  products,  when  used 
as  intended,  cause  illness. 

It  was  right  after  this  challenge  that  the 
newspaper  ran  two  full-page  color  ciga¬ 
rette  ads  that  appeared  in  the  paper  over 
the  last  couple  of  weeks.  The  flap  resulted 
in  a  re-examination  of  the  advertising 
acceptance  policy. 

“There  had  been  little  tobacco  advertis¬ 
ing  in  the  Honolulu  Star-Bulletin  during  the 
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six  years  since  our  newspaper’s  ownership 
changed,  and  I  became  publisher.  Until  two 
or  three  weeks  ago,  the  issue  of  accepting  it 
had  not  come  up,”  says  Ranagan. 

He  says  the  financial  impact  will  be  neg¬ 
ligible  since  the  paper  gets  few  tobacco 
advertisements. 

In  a  Star-Bulletin  article  on  May  26 
announcing  the  change,  Flanagan  says 
smoking  has  been  banned  in  the  workplace, 
government  offices,  and  even  public  places, 
and  that  the  courts  and  government  agen¬ 
cies  have  recognized  the  public  health 
effects  of  smoking. 

“In  light  of  the  [U.S.]  surgeon  general’s 
report  linking  tobacco  use  and  disease, 
recent  litigation,  testimony,  and  court  deci¬ 
sions,  and  the  $206-billion  tobacco  settle¬ 
ment  —  involving  46  states  including 
Hawaii  —  it  was  clear  to  us  that  to  contin¬ 
ue  to  accept  tobacco  advertising  was  not  a 
responsible  course  of  action,”  says 
Ranagan  in  an  e-mail  message. 

Steve  Kottak,  a  spokesman  for  Brown  & 
Williamson,  says  the  newspaper’s  policy 
reduces  communications  to  adult  consumers. 

“This  will  deny  information  to  con¬ 
sumers  who  have  a  right  to  this  informa- 


by  Karim  Mostafa 

Two  Atlanta  Journal-Constitution 
reporters  have  been  ordered  to  jail  by 
a  Fulton  County,  Ga.,  judge  for  not 
revealing  the  sources  used  in  a  story  on 
Richard  Jewell,  who  was  first  suspected  and 
later  cleared  of  involvement  in  a  bombing 
during  the  19%  Olympic  Games  in  Atlanta. 

Reporters  Kathy  Scruggs  and  Ron  Martz 
were  ordered  to  jail  for  civil  contempt,  which 
requires  them  to  be  held  in  jail  until  they 
reveal  their  sources. 

The  Journal-Constitution,  a  Cox  News¬ 
papers  Inc.  property,  yesterday  blocked  the 
jailings  by  filing  a  notice  of  appeal,  accord¬ 
ing  to  Peter  C.  Canfield,  the  company’s 
lawyer.  He  estimates  a  year  will  pass  before 
a  state  appeals  court  addre.sses  this  case. 

Jewell,  a  security  guard  at  the  1996 
Olympics,  filed  a  libel  suit  against  the 
Atlanta  daily  in  1997,  claiming  libel  “in  a 
series  of  false  and  defamatory  articles  which 
portrayed  him  as  an  individual  with  a  bizarre 
employment  history  and  an  aberrant  person- 


tion,”  says  Kottak. 

The  Star-Bulletin  is  an  afternoon  paper 
with  a  circulation  of  70,000.  It  is  a  signatory 
to  a  joint  operating  agreement  (JOA)  with 
The  Honolulu  Advertiser,  a  Gannett  Co.  Inc. 
morning  newspaper.  The  Hawaii  Newspaper 
Agency  handles  business  operations. 

Hawaii  Newspaper  Agency  president 
and  Honolulu  Advertiser  publisher  Mike 
Fisch  is  quoted  in  the  Star-Bulletin  as  say¬ 
ing  that  under  the  JOA,  each  publisher  has 
the  right  to  set  guidelines  for  acceptable 
advertising. 

“We  certainly  respect  John’s  right  to  make 
that  determination,”  Fisch  is  quoted  as  saying. 

Since  1994,  tobacco  advertising  in  news¬ 
papers  has  fallen  by  about  half,  from  $21 
million  to  $1 1  million  a  year.  But  over  the 
same  period,  tobacco-company  spending  in 
magazines  has  jumped  18%  to  almost  $325 
million,  according  to  Competitive  Media 
Reporting,  which  tracks  ad  spending. 

Charles  Cochrane,  publisher  and  chief 
executive  officer  of  Blethen  Maine 
Newspapers,  says  reasons  for  banning 
tobacco  ads  include  the  industry’s  efforts  to 
target  children,  despite  government  regula¬ 
tions;  community  support  for  smoking  bans 
in  restaurants;  and  state  legislation  enforc¬ 
ing  those  bans. 

“There  is  certainly  a  mood  in  Maine  and 
among  the  people  to  control  tobacco  use, 
and  a  lot  of  concern  about  tobacco  use  by 
kids,”  says  Cochrane.  H 


ality  who  was  likely  guilty.” 

Fulton  County  State  Court  judge  John 
Mather  has  requested  the  names  of  the 
sources  behind  the  stories  prior  to  Jewell’s 
suit  going  to  trial.  Canfield  said  last  year  the 
newspaper  filed  a  summary  judgment  motion 
that  asserts  the  sources  are  irrelevant  due  to 
the  accuracy  of  the  reporting.  But  Mather,  on 
March  16,  gave  the  reporters  60  days  to  dis¬ 
close  their  sources.  Journal-Constitution  edi¬ 
tor  Ron  Martin  told  The  Associated  Press 
that  the  paper  would  challenge  the  civil  con¬ 
tempt  ruling. 

Jane  Kirtley,  executive  director  of  the 
Reporters  Committee  for  Freedom  of  the 
Press  in  Arlington,  Va.,  says  newspapers 
have  had  a  very  high  success  rate  in 
defending  their  reporters,  but  this  case  is  of 
particular  interest  due  to  the  lack  of  prece¬ 
dents  testing  the  Georgia  shield  law, 
passed  in  1990. 

Kirtley  also  remarked  that,  in  libel  cases, 
judges  have  rarely  resorted  to  coercive  mea¬ 
sures  in  pursuit  of  reporters’  sources  since 
more  effective  measures  are  at  their  disposal. 


EDITOR  a  PUBLISHER  /  JUNE  5.  1999 


Jailings  ordered  in  Jewell  case 


www.medjajnfo.com 


NbWS 


Willes  passes  publisher 
mantle  at  the  LA.  Times 


by  Lucia  Moses 
and  Steve  Yahn 

The  forces  of  marketing  unmistak¬ 
ably  continue  to  prevail  at  the  Los 
Angeles  Times.  Last  week,  in  Times 
Mirror  Co.’s  latest  executive  suite  turn, 
there  was  chairman  and  chief  executive 
officer  Mark  H.  Willes,  still  sometimes 
defensive  about  having  entered  the  newspa¬ 
per  industry  with  no  experience  in  the  busi¬ 
ness,  handing  over  the  publisher  reins  of 
the  flagship  Los  Angeles  Times  to  some¬ 
body  who  has  been  president  and  CEO  of 
the  paper  for  all  of  14  months. 

Willes,  57,  said  during  a  press  teleconfer¬ 
ence  that  he  was  handing  over  one  of  his  two 
hats  because  he  strongly  believes  that  he 
finally  has  the  right  executive 
management  team  in  place, 
starting  with  Kathryn  M. 

Downing  as  his  replacement  in 
the  publisher’s  chair.  (Down¬ 
ing  remains  president  and 
CEO  of  the  flagship  paper, 
titles  Willes  assumed  in  1997 
after  joining  the  parent  compa¬ 
ny  as  chairman,  president,  and 
CEO  in  1995). 

“It’s  a  very  open  secret  that 
we’ve  had  a  number  of  people 
leave  over  the  past  few  months,”  Willes  said. 
"Some  people  left  becau.se  they  didn’t  agree 
with  what  we  were  doing  or  didn’t  think  they 
could  do  it.  The  infrastructure  is  put  in  place, 
and  we  should  start  to  see  the  results  come. 

“Kathryn  and  I  are  completely  aligned 
with  the  strategy  that  has  been  set,  and  we 
have  a  group  of  people  that  can  carry  it  out.” 

Willes  said  concerns  that  his  marketing- 
minded  strategy  for  heightening  readership 
and  increasing  circulation  would  compro¬ 
mise  editorial  independence  are  largely  be¬ 
hind  him.  He  claimed,  for  example,  that  the 
very  day  of  the  teleconference  a  number  of 
editorial  people  stopped  him  to  thank  him 
for  what  he’d  done  to  improve  the  editorial 
product.  “Those  issues  fundamentally  have 
gone  away  because  people  realize  I  haven’t 
interfered,”  he  said. 

However,  The  Sen’  York  Times  reported 
that  editorial  staff  reaction  to  editor  Michael 
Parks’  newsroom  announcement  of  the 
Downing  appointment  was  “very  negative,” 
according  to  a  senior  reporter.  There’s  a 


very  strong  feeling  among  editorial  staffers 
that  there  are  just  too  many 
changes  going  on  at  the  paper, 
the  reporter  said. 

But  the  day  belonged  to 
Willes  and  Downing,  and  the 
business  executives  were  up¬ 
beat.  “In  the  1999  second 
quarter,  we  expect  to  report  an 
increase  in  operating  profit 
after  five  quarters  of  year- 
over-year  declines,”  says 
Willes.  “1  am  confident  that 
these  results  will  be  the  begin¬ 
ning  of  sustained  earnings  improvement.” 

Notably,  he  adds,  “We  also  are  making  sig¬ 
nificant  progress  in  developing  ways  to  grow 
circulation  in  more  sustainable  ways  with  the 
introduction  of  ‘Our  Times’ 
editions;  local  newspaper 
alliances  [with  foreign-lan¬ 
guage  papers];  and  new  prod¬ 
ucts  and  contents.” 

Downing  cautions  securi¬ 
ties  analysts  and  the  press  that 
circulation,  which  has  in¬ 
creased  steadily  for  the  past 
five  quarters,  would  be  “soft” 
in  the  second  quarter. 

She  says  she  expects  that 
to  be  an  aberration,  confident¬ 
ly  predicting  that  the  Los  Angeles  Times  will 
nearly  double  its  current  1.1  million  daily 
circulation  (1.4  million  for  the  Sunday  edi¬ 
tion)  in  some  unspecified  time  period.  Early 
on  in  his  job  at  Times  Mirror,  Willes  pre¬ 
dicted  the  paper’s  circulation  could  grow 
from  about  1  million  to  around  1.5  million. 

When  he  took  the  unusual  step  of  making 
himself  publisher  at  the  Times  in  1997  after 
two  years  at  Times  Mirror,  the  former 
General  Mills  cereal  company  executive 
announced  he  would  break  down  the  walls 
between  news  and  marketing  in  an  effort  to 
restore  circulation,  a  notion  that  rankled 
newsroom  sensibilities.  Two  years  later,  he 
has  achieved  mixed  success. 

The  Times,  accounting  for  an  estimated 
40%  of  operating  profits  for  the  parent  com¬ 
pany,  has  eked  out  slight  circulation  gains 
over  the  past  two  years,  and  profits  have 
been  lackluster.  Willes  says  while  he 
attempted  to  change  the  paper  at  a  radical 
pace,  the  size  of  the  Times  made  it  difficult. 
“While  pleased  with  circulation  gains,”  he 


says,  “we’ve  not  been  comfortable  with  how 
sustainable  they’ve  been.” 

In  the  teleconference,  Willes  worked  hard 
to  send  a  message  of  confidence  and  continu¬ 
ity  about  his  prevailing  strategies  at  the  Times. 
He  acknowledges  that  some  ideas,  such  as 
telemarketing,  failed  to  add  long-term  readers, 
but  reaffirms  his  support  for  coordinating  the 
editorial  and  marketing  sides. 

The  marketing  initiative 
aims  to  bolster  editorial  efforts, 
not  undermine  them,  Willes 
says,  offering  two  examples. 
One  is  expanded  coverage  of 
the  Latino  community.  The 
effort  has  been  praised,  but 
new  readers  haven’t  come 
“without  knowing  that  we’re 
doing  it,”  he  says.  Another  is 
the  “Our  Times”  local  news 
sections,  which  have  drawn 
new  advertisers  to  the  paper,  says  Willes,  not¬ 
ing  that  90%  of  the  advertisers  are  new  to  the 
paper.  “It’s  already  made  us  a  better  paper, 
and  it’s  going  to  make  us  a  better  business,” 
he  says  of  the  marketing  strategy. 

Downing  joined  Times  Mirror  in  1995  as 
president  and  CEO  of  Mosby  Mathew 
Bender,  and  was  named  president  and  CEO 
of  the  combined  companies  of  Mathew 
Bender  and  Mosby  Inc.  in  1997.  She  was 
appointed  Times  Mirror  vice  president  in 
1996,  senior  vice  president  in  1997,  and 
executive  vice  president  in  1998. 

Downing  says  she  wished  she’d  discov¬ 
ered  the  exciting,  challenging  world  of  jour¬ 
nalism  earlier  and  that  she  plans  to  continue 
the  Times'  leadership  role.  She  expresses 
her  confidence  in  its  editor,  Michael  Parks, 
a  former  reporter  and  Pulitzer  Prize  winner. 

Peter  Appert,  a  San  Francisco-based  ana¬ 
lyst  for  BT  Alex.  Brown,  says  Willes’  deci¬ 
sion  to  quit  running  the  Times  day-to-day 
makes  sense.  He  says  it  will  allow  the  CEO 
to  pay  more  attention  to  Times  Mirror’s 
other  segments;  East  Coast  newspapers, 
magazines,  and  professional  information. 

“He  acknowledged  the  fact  that  the  [pro¬ 
fessional]  training  division  is  not  perform¬ 
ing  as  well  as  he’d  like,”  Appert  says. 

Earnings  prospects  look  good  for  the  sec¬ 
ond  quarter,  however,  thanks  to  an  improved 
advertising  climate,  effects  of  cost-cutting 
at  the  Times,  and  comparisons  with  the  dis¬ 
mal  past  five  quarters  of  earnings  declines, 
Appert  says. 

All  in  all,  says  Credit  Suisse  First  Boston 
analyst  Steven  N.  Barlow;  “I  take  the 
announcement  at  face  value.  It’s  a  big  job 
he’s  taken  on,  and  he  seems  confident 
[Downing]  is  making  progress  with  the  pro¬ 
grams  he  has  set  forth.” 


Mark  H.  Willes 


Kathryn  M.  Downing 
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Planning  for  the  best 

Press  considers  innplications  of  a  peace  in  Kosovo 


by  David  Noack 

The  move  from  the  battlefield  to  the 
negotiating  table  is  placing  different 
demands  on  newspapers  and  wire 
services  to  keep  up  with  the  rapidly  chang¬ 
ing  scene  in  Yugoslavia. 

Bold  banner  headlines  from  newspa¬ 
pers  across  the  country  proclaimed  that 
peace  may  be  at  hand  in  the  Balkans. 
While  diplomacy  begins  to  take  center 
stage,  there  is  a  natural  tendency  for  news 
organizations  to  shift  coverage.  But  with 
so  many  uncertainties  regarding  peace, 
many  newspapers  used  question  marks  in 
their  headlines  about  a  possible  end  to  the 
fighting. 

The  Boston  Globe  announced,  “Bombs 
Still  Fall  As  NATO  Awaits  Proof  Of 
Compliance;”  The  Dallas  Morning  News 
blared,  “Milosevic,  Serbs  Agree  To  Terms 
For  Ending  War;”  and  the  Orlando 
Sentinel  displayed,  “Cautious  Clinton 
Welcomes  Kosovo  Pact.” 

But  questions  remain,  such  as  what 
kind  of  a  peacekeeping  force  should  go 
into  Kosovo  to  ensure  the  safe  return  of  the 
refugees,  who  will  be  in  charge  of  the 
force,  and  how  many  American  soldiers 
will  be  involved.  Stories  following  any 
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peace  accord  will  include  the  resettlement 
of  the  war-ravaged  country  and  a  massive 
reconstruction  effort. 

Matt  Storin,  editor  of  the  Globe,  says 
his  first  priority  is  to  get  a  reporter  into 
Kosovo.  “We  have  a  former  foreign  corre¬ 
spondent,  now  in  Metro,  Charles  Radin,  in 
Croatia  at  the  moment  but  [he’s]  easily 
moveable  for  that  task.  We  also  moved 
Susan  Milligan  from  Budapest  [Hungary] 
back  to  Albania  where  she  had  previously 
reported  on  the  refugees.  So  one  of  those 
two  is  most  likely  to  go  in,”  says  Storin. 

Right  after  the  conflict  broke  out  in 
March,  Western  journalists  were  ordered 
to  leave  Yugoslavia.  Some  were  able  to 
get  back  in,  and  have  been  reporting  from 
Belgrade,  the  Yugoslav  capital,  but  only  a 
handful  have  been  in  Kosovo.  Instead, 
news  organizations  have  stationed  per¬ 
sonnel  in  countries  surrounding  the 
southern  part  of  Yugoslavia,  reporting  on 
the  atrocities  described  by  refugees  flee¬ 
ing  Kosovo. 

Storin  says  that  London  bureau  chief 
Kevin  Cullen  will  remain  in  Belgrade  for 
the  moment,  but  will  soon  leave  for  fam¬ 
ily  reasons.  Storin  is  concerned  about 
obtaining  another  visa  to  get  into  the 
country. 
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“Overall,  a  lot  of  the  coverage  probably 
shifts  back  to  Washington  and  the  U.N. 
Our  lead  reporter  in  D.C.  on  these  issues  is 
Anne  Komblut  who  also  reported  from 
Albania  for  a  while.  She  normally  covers 
[the  U.S.]  Congress.  Our  State 
Department  slot  is  vacant  at  the  moment, 
so  Anne  is  filling  in,”  explains  Storin. 

AP’s  top  spokesperson  Tori  Smith,  says 
the  possibility  of  peace  will  not  alter  cov¬ 
erage  that  much. 

“We  anticipate  that  our  staff  covering 
the  conflict  won’t  change  greatly, 
although  some  of  that  will  depend  on  the 
success  of  the  agreement,”  Smith  says. 
“We’ve  been  doing  a  lot  of  analysis  and 
diplomatic  reporting  of  late,  and  we 
would  expect  that  to  increase  as  the  agree¬ 
ment  is  implemented. 

“We’ll  be  watching  closely  how  the 
agreement  plays  out  on  the  ground  and  we 
may  need  to  step  up  our  staffing  —  again.” 

Simon  K.C.  Li,  foreign  editor  at  the  Los 
Angeles  Times,  says  that,  in  the  short  term, 
coverage  will  remain  the  same,  reporting 
on  all  aspects  of  the  story  from  refugees  to 
resettlement  to  rebuilding. 

“It’s  still  a  big  story.  There  are  so  many 
refugees;  we  still  have  their  fates  to  follow. 
We  will  have  to  see,  for  quite  a  while  yet, 
the  consequences  of  the  bombing,”  says 
Li.  He  says  that  with  Slobodan  Milosevic 
still  in  power  in  Belgrade  there  is  always 
the  potential  for  more  difficulties,  even 
with  a  peace  agreement  in  hand. 

“I  think  that  for  the  immediate  future 
there  won’t  be  much  changes,  except,  I 
hope,  it  means  greater  access  into  Kosovo 
and  Serbia,”  says  Li,  who  has  six  reporters 
in  the  region.  Their  coverage  is  bolstered 
by  reporters  at  the  White  House,  Pentagon, 
and  State  Department.  Mi 

AP  names  national 
news  editor 

Ann  Levin,  45,  has  been  promoted  to 
national  news  editor  at  The 
Associated  Press  from  supervising  editor 
at  the  news  cooperative.  Levin  will  super¬ 
vise  AP’s  national  news  desk  based  in  the 
New  York  headquarters.  She  will  work 
with  AP  editors  in  all  50  states. 

Since  1994,  Levin  has  supervised  AP’s 
news  report  for  U.S.  morning  newspa¬ 
pers.  In  1989,  she  joined  AP  in  its 
Newark,  N.J.,  bureau.  Before  coming  to 
AP,  she  worked  as  a  reporter  at  The  San 
Diego  Union-Tribune,  the  Tyler  (Texas) 
Morning  Telegraph,  and  the  Port  Lavaca 
(Texas)  Wave. 
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NIE:  A  matter  of  values 

NAAF  conference  focuses  on  character  and  literacy 


by  Matt  Vi  llano 

Literacy  and  character  were  the  hot 
topics  at  the  Newspaper  Association 
of  America  Foundation’s  (NAAF) 
27th  annual  conference  on  Newspapers  in 
Education  (NIE),  held  May  25-28  at  the 
Hilton  Palacio  del  Rio  in  San  Antonio. 

NIE  coordinators  and  education  experts 
from  across  the  country  gathered  to  dis¬ 
cuss  how  they  can  continue  to  use  newspa¬ 
pers  to  improve  reading  skills  among 
young  people,  while  helping  them  develop 
positive  character  traits  such  as  respect,  re¬ 
sponsibility,  honesty,  and  compassion. 
According  to  Ed  DeRoche,  co-director  of 
the  University  of  San  Diego’s  Interna¬ 
tional  Center  of  Character  Education, 
there  is  no  better  medium  to  teach  these 
virtues  than  the  newspaper.  DeRoche  says 
that  NIE  programs  have  a  responsibility  to 
help  teachers  plan  lessons  around  the 
printed  page. 

“The  newspaper  is  chock-full  of  value 
lessons,”  DeRoche  says.  “Every  day,  with 
every  article,  newspapers  present  readers 
with  many  of  the  values  that,  if  applied  the 
right  way,  could  make  them  better  people.” 

Before  students  can  focus  on  improving 
character,  however,  they  must  first  learn 
how  to  read.  All  week,  NIE  coordinators 
were  abuzz  with  talk  about  new  early- 
childhood  literacy  programs.  Many  of 
them  attended  workshops  about  phonics, 
language  acquisition,  and  English-as-a- 
Second-Language  programs.  Perhaps  the 
high  point  of  the  conference  was  May  26, 
when  Texas  First  Lady  Laura  Bush  gave 
an  inspired  speech  about  early-childhood 
education  and  the  importance  of  newspa¬ 
pers  in  the  home. 

“Reading  papers  together  is  a  great  fam¬ 
ily  activity,”  says  Bush,  herself  a  former 
teacher.  “Newspapers  ...  provide  some  of 
the  best  age-oriented  material  [available] 
today.” 

Toni  Laws,  NAAF  senior  vice  president, 
agrees.  “We  must  do  our  part  to  make  sure 
every  family  does  its  part  in  reading  news¬ 
papers  together,”  she  says.  “Our  mission 
must  include  ways  for  parents  and  teachers 
to  reconnect  to  young  people  first.  This, 
more  so  than  anything  else,  should  be  the 
primary  goal  of  every  paper’s  NIE  efforts.” 

While  character  and  literacy  were 
among  the  most  talked-about  issues  at  this 

www.mediainfo.com 


year’s  conference,  they  weren’t  the  only 
items  on  the  agenda.  Among  the  work¬ 
shops  that  didn’t  deal  with  those  topics 
were  intimate  sessions  that  focused  on  cal¬ 
culating  the  cost  and  value  of  NIE,  teach¬ 
ing  diversity  through  newspapers,  and  set¬ 
ting  up  an  NIE  program  at  a  community 
weekly.  There  were  28  workshops  in  all  — 
more  than  ever  before. 

On  May  27,  the  NAAF  released  the  find¬ 
ings  of  a  study  that  investigated  where  teen¬ 
agers  get  their  information.  The  study, 
dubbed  “Competing  for  the  Markets  of  the 
Future,”  revealed  that  nearly  70%  of  all 
teens  read  a  newspaper  at  least  once  a  week. 

While  that  statistic  seems  impressive, 
when  newspaper  readership  was  compared 
to  radio,  television,  magazines,  and  the 
Internet,  it  ranked  second  to  last,  ahead  only 
of  the  Web.  Teens  rated  newspapers  lowest 
as  the  medium  that  gives  them  things  to  talk 
about  with  their  friends,  and  only  3%  of  the 
1 ,200  respondents  said  they  found  newspa¬ 
pers  “enjoyable”  or  “entertaining.” 

Elizabeth  Manigan,  vice  president  of 
Parade  Publications,  says  she  was  alarmed 
by  the  results.  Manigan,  who  oversees 
Parade’s  teen-oriented  React  magazine, 
used  the  survey  as  a  call  to  action,  urging 
NIE  coordinators  to  reach  out  to  their  teen¬ 
age  audiences  and  try  to  win  back  those 
young  readers. 

“The  results  of  this  study  give  you  the 
ammunition  to  make  suggestions  for  more 
teen-oriented  products,”  Manigan  says.  “If 
you’re  going  to  increase  your  teen  reader- 
ship,  these  results  prove  that  you  can’t  do  it 
without  taking  kids’  opinions  into  account.” 


The  NAAF  also  used  the  conference  as 
an  opportunity  to  announce  this  year’s 
Program  Excellence  Award  winners.  The 
awards  were  presented  during  a  dinner  cer¬ 
emony  May  26.  Among  the  first-place  win¬ 
ners  were  the  Chronicle-Telegram  in 
Elyria,  Ohio;  The  Deseret  News  in  Salt 
Lake  City;  and  the  Tampa  (Fla.)  Tribune. 

This  year’s  conference  shattered  all  pre¬ 
vious  attendance  records.  In  all,  305  people 
participated,  representing  nearly  200  NIE 
programs  across  the  country.  The  group 
also  included  seven  people  from  NIE-relat- 
ed  programs  in  other  countries,  including 
England,  Canada,  and  Korea.  NAAF  offi¬ 
cials  say  they  expect  even  more  NIE  pro¬ 
grams  to  get  involved  next  year,  when  the 
28th  annual  conference  will  be  held  in  May 
in  New  York.  Hi 

Pakistani  publisher 
freed  from  prison 

A  Pakistani  journalist  who  had  been 
dragged  out  of  his  bed  last  month  by 
government  officials  accusing  him  of  .sedi¬ 
tion  was  freed  last  week  after  prosecutors 
decided  to  drop  the  charges  against  him. 

According  to  reports  in  the  Washington 
Post,  Najam  Sethi,  who  was  taken  from  his 
home  May  8,  was  one  of  several  Pakistani 
journalists  abducted  or  harassed  in  recent 
weeks  because  of  their  cooperation  with  a 
BBC  TV  program  seeking  information  on 
government  corruption  in  Pakistan.  Sethi, 
publisher  of  the  English-language  Friday 
Times,  also  believes  he  was  targeted  due  to 
a  speech  criticizing  Pakistani  officials  that 
he  delivered  in  India  earlier  this  year. 

State  prosecutors  gave  no  reason  for 
dropping  the  charges,  but  sources  in  the 
government  indicated  that  prosecutors 
lacked  evidence  to  substantiate  the  anti- 
state  accusations. 
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Pressing  for  ‘shield  law 


by  David  Noack  \ 

\ 

North  Carolina  is  on  the  verge  of  | 
becoming  the  31st  state  to  adopt  a 
reporter’s  “shield”  law. 

If  the  measure  is  approved,  as  expected,  i 
Tar  Heel  State  journalists  would  be  afford¬ 
ed  some  protection  from  having  to  divulge 
news  sources  or  turn  over  their  notes. 
Already,  30  states  and  the  District  of  | 
Columbia  have  shield  laws.  The  law  would 
become  effective  on  Oct.  1. 

The  measure  working  its  way  through  i 
the  state  Legislature  calls  for  a  “qualified  | 
privilege,”  which  means  that  anyone  serv-  ! 
ing  a  reporter  with  a  subpoena  would  first 
have  to  pass  a  three-part  test.  This  would  | 
include  determining  whether  the  informa¬ 
tion  being  sought  could  be  obtained  else-  i 
where,  whether  it  is  essential  to  the  claim  | 
being  made,  and  whether  it  is  highly  rele¬ 
vant  to  the  legal  proceeding. 

William  E.N.  Hawkins,  vice  president 
and  executive  editor  of  The  Herald-Sun  in 
Durham,  who  is  leading  the  effort  to  get  the 


law  passed,  is  confident  lawmakers  will 
approve  the  legislation. 

The  state  press  association  had  been  dis¬ 
cussing  the  idea  of  moving  forward  with  a 
shield  law,  especially  after  a  recent  rash  of 
adverse  court  rulings  and  since  a  couple  of 
court  decisions  are  pending.  It  was  decided 
in  April  to  move  quickly  to  get  a  law  passed. 

“There  was  a  lot  of  debate  about  it.  The 
association  did  not  give  us  the  go-ahead  to 
pursue  this  until  early  April.  ...  We  literal¬ 
ly  did  it  before  Easter  ...  against  tough 
odds  from  people  who  said  you  can’t  do  it,” 
says  Hawkins. 

Democratic  state  Sen.  David  Hoyle,  who 
introduced  the  Senate  version  of  the  bill,  is 
confident  the  bill  will  be  approved. 

There’s  no  organized  opposition  to  the 
bill,  although  Raleigh’s  mayor  and  some 
council  members  spoke  against  the  mea¬ 
sure  at  a  hearing  before  the  House  of 
Representatives  Judiciary  Committee. 

One  of  the  initial  versions  of  the  bill 
introduced  in  the  House  called  for  an 
“absolute”  privilege,  which  would  mean  a 


reporter  could  not  be  forced  to  testify.  That 
measure  was  withdrawn  by  the  sponsor 
after  opposition  from  lawmakers. 

Anders  Gyllenhaal,  executive  editor  of  The 
News  &  Observer  in  Raleigh,  says  there’s 
been  a  reluctance  in  the  past  to  go  to  lawmak¬ 
ers  for  a  shield  law.  But  with  court  decisions 
going  against  the  press,  it  was  time  to  act. 

“You’d  rather  not  have  to  appeal  to  law¬ 
makers.  You  would  hope  that  the  court  sys¬ 
tem  would  see  things  the  way  you  do,  but 
that’s  not  happening,”  says  Gyllenhaal. 

A  key  test  case  pending  before  the  state 
Supreme  Court  involves  J.  Andrew  Curliss,  a 
reporter  for  The  News  &  Observer.  Curliss 
conducted  a  jailhouse  interview  with  Derrick 
Allen,  who  was  chaiged  with  a  first-degree 
sexual  offense.  Later,  a  local  prosecutor  issued 
a  subpoena  seeking  the  reporter’s  notes. 

A  judge  ruled  there  was  no  First 
Amendment  privilege  involved  and  that 
Curliss  had  to  turn  over  his  notes.  The 
appeal  of  this  ruling  is  now  before  the 
state’s  highest  court. 

Jane  Kirtley,  executive  director  of  the 
Reporters  Committee  for  Freedom  of  the 
Press  in  Arlington,  Va.,  says  reporters 
have  been  losing  ground  with  recent  court 
rulings. 


‘or  the  second  time  in  three 


pointing  out  that  your  newspaper  has 
been  part  of  the  problem.” 

In  1996,  the  Journal  won  the  public-service 
award  for  a  series  on  infant  mortality  in  its  com¬ 
munity.  Excellence  in  public  service  reporting  is 
the  essence  of  a  great  newspaper. 


years,  the  ^ 
X’  staff  of  the  Winston-Salem  Journal  has  won 
the  national  Sigma  Delta  Chi  Public  Service  in 
Journalism  Award  for  newspapers  with  circulation 
under  100,000. 

“Dividing  Lines:  Race  Relations  in  Forsyth 
County,”  an  eight-week  series  of  more  than  1 20 
stories,  told  the  unflinching  story  of  local  race 
relations,  including  an  examination  of  the  paper’s 
own  not-so-pretty  record  on  race  relations. 

The  judges  wrote  that  the  series  was  written 
with  a  frankness  that  gave  the  stories  “enormous 
credibility.  It  took  guts  to  hold  up  a  mirror  to 
your  southern  community  and  discuss  its  history 
of  troubled  race  relations,  particularly  when 
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“Our  GEOMAN  presses  really  went  in  smoothly!" 


Mike  Monscour.  “MAN  Roland  delivered  as  promised 

on  our  GEOMAN  installation:  on  budget — and  ahead  of 
schedule,  so  we  were  on  edition  six  weeks  early! 

“The  Democrat  and  Chronicle  chose  MAN  Roland  because  they 
offered  the  production  flexibility  we  needed.  The  16  installed 
units — four  1-color,  eight  4/1  color,  and  four  4/4  towers — allow 
us  to  run  the  GEOMAN  as  three  five-unit  or  two  eight-unit 
presses,  depending  upon  our  daily  production  requirements. 

Plus  MAN  Roland  continues  to  provide  the  ongoing  support 


“The  results  have  been  nothing  less  than  phenomenal!  The 
Democrat  and  Chronicle  (Rochester,  New  York),  a  Gannett 
newspaper,  was  recently  inducted  into  the  NAA/IFRA  Color 
Quabty  Club.  That  is  the  best  evidence  of  the  GEOMAN’s 
worid-class  print  quality.  Best  of  all,  that  quality  has  impressed 
readers  and  advertisers  alike.” 

Mike  Monscour 
VP.  of  Production 
Democrat  and  Chronicle 
Gannett  Newspapers 


For  more  information  on  MAN  Roland  GEOMAN  presses,  call 
MAN  Roland  Inc.  800  East  Oak  Hill  Drive. 

Westrrront.  Illinois  60559  1(800)  854  1617  oi 

TT  (630)  920  2000  Fax  (630)920  2457 
Internet  mvvv.manroland.com 
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Papers  taking  stock 
of  later  market  trading 


by  Lucia  Moses 

Newspapers,  already  in  competition 
with  TV  and  the  Internet,  face  a 
new  challenge  as  the  trading  floor 
moves  toward  a  market  that  never  sleeps. 

The  Nasdaq  Stock  Market  Inc.  and  the 
New  Yoric  Stock  Exchange  (NYSE)  each  is 
considering  adding  a  later  trading  session, 
possibly  from  5:30  to  9  or  10  p.m.  (EDT), 
after  the  current  4  p.m.  market  close. 

Momentum  toward  expanded  trading 
hours  slowed  last  week,  however,  when  the 
NYSE  opted  to  focus  first  on  both  the  Y2K 
issue  and  the  decimalization  of  share  prices. 
Observers  now  look  to  the  spring  of  2000 
for  late-trading  action.  The  NYSE’s  deci¬ 
sion  appears  to  have  put  a  damper  on 
Nasdaq’s  plans,  as  well. 

Jeffrey  Sheban,  The  Columbus  (Ohio) 
Dispatch's  business  editor,  says  preparing 
stock  tables  has  been  a  Job  the  copy  desk 


could  get  out  of  the  way  early: 

“I’m  afraid  that  if  the  process 
gets  pushed  back  into  the 
evening  hours,  that  takes  time 
from  late-breaking  stories.” 

The  Associated  Press,  which 
provides  stock  tables  to  more 
than  900  newspapers,  says  it 
plans  to  make  the  latest  stock 
data  available  as  soon  as  possi¬ 
ble  under  any  scenario.  Most 
likely,  the  current  closing  price 
would  still  apply,  and  after- 
hours  trading  would  be  considered  a  sepa¬ 
rate  session,  with  results  to  be  counted  in 
the  following  day’s  session,  says  the  AP. 

Many  newspapers,  while  taking  a  wait- 
and-see  approach,  anticipate  having  to  push 
back  printing  of  the  business  section  at  the 
expense  of  other  sections,  and  shifting 
reporters’  schedules,  a  proposal  not  likely  to 
go  over  well. 


Bill  Barnhart 


Robert  Burke,  managing  editor  of  The 
(Scranton,  Pa.)  Tribune  and  The  Scranton 
Times,  says  the  paper  will  have  no  choice 
but  to  hold  its  two  stock  pages  for  the  late 
closing  prices.  “It  wouldn’t  be  too  timely  to 
pick  up  the  paper  and  find  closing  prices 
from  5  p.m.  when  there’s  two  more  hours  of 
trading,”  Burke  says. 

How  much  the  later  session 
will  impact  newspapers’  opera¬ 
tions  will  depend  on  how  active 
the  session  is,  business  writers 
say.  “The  big  question  is  how 
deep  or  rich  is  the  at-home 
trading  in  terms  of  making  a 
robust  market,”  says  Bill  Barn¬ 
hart,  a  Chicago  Tribune  mar¬ 
kets  columnist  whose  work  is 
distributed  by  Knight  Ridder/- 
Tribune  Information  Services. 

Another  issue  is  how  com¬ 
panies,  which  often  release  news  after  the 
market  close,  will  adjust  their  aimounce- 
ments.  “We  might  find  a  new  mass  of  press 
releases  coming  out  at  odd  hours,”  the 
Columbus  Dispatch's  Sheban  says. 

“In  a  positive  way,  1  think  it’ll  propel 
more  business  stories  to  prominent  posi¬ 
tions  in  the  paper,”  says  Carolyn  Guniss, 
executive  director  of  the  Society  of 
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Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


6/2/99 

5/26/99 

6/3/98  ■ 

1 

6/2/99 

5/26/99 

6/3/98 

A.H.  Belo  Corp.  (NY)+ 

22.062 

22.562 

25.719 

McClatchy  Co.  (NY) 

36.437 

36.875 

29.625 

American  Media  Inc.  (NY) 

6.937 

6.937 

6.313 

Media  General  Inc.  (AM) 

51.125 

51.000 

46.875 

Central  Newspapers  Inc.  (NY) 

34.750 

34.562 

31.500 

1 

New  York  Times  Co.  (NY)+++ 

34.687 

34.312 

36.344 

Dow  Jones  &  Co.  Inc.  (NY) 

53.062 

54.187 

47.688 

News  Corp.  Ltd. 

33.000 

33.000 

23.938 

E.W.  Scripps  Co.  (NY) 

46.312 

45.500 

51.688 

Pearson  Ltd. 

19.625 

19.750 

18.750b 

Gannett  Co.  Inc.  (NY) 

72.937 

74.375 

66.375 

Pulitzer  Inc.  (NY) 

41.875 

43.000 

43.969 

Gray  Comm.  Sys.  (NY) 

16.250 

15.562 

14.937 

Quebecor  Inc.  Class  A 

21.250 

21.250 

20.375a 

Harte-Hanks  Inc.  (NY)++ 

22.875 

23.125 

21.938 

Thomson  Corp.  (TSE) 

45.800a 

43.550a 

40.000a 

Hollinger  International  (NY) 

13.750 

13.875 

16.313 

Times  Mirror  Co.  (NY) 

59.062 

60.500 

63.500 

Journal  Register  Co.  (NY) 

16.375 

17.187 

19.250 

Tribune  Co.  (NY)* 

78.750 

74.687 

67.563 

Knight  Bidder  (NY) 

52.000 

53.375 

57.188 

Washington  Post  Co.  (NY) 

554.937 

556.625 

549.750 

Lee  Enterprises  Inc.  (NY) 

29.062 

29.062 

30.125 

*  Adjusted  for  2-for-1  stock  split  +  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98  (b)  British  pounds 

+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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American  Business  Editors  and  Writers.  “On  the  negative  side,  it 
was  one  of  the  beats  when  you  always  have  a  regular  schedule.” 

The  Seattle  Times'  business  writer  Greg  Heberlein,  also  dis¬ 
tributed  by  Knight  Ridder/Tribune  Information  Services,  says  he 
expects  to  start  and  finish  his  day  later  to  update  his  daily  mar¬ 
ket  story  and  weekend  columns  to  reflect  the  later  prices. 

The  AP  and  other  wire  services  providing  market  news,  such  as 
Bloomberg  and  Dow  Jones  Newswires,  say  that  since  they  provide 
around-the-clock  market  coverage,  the  extended  hours  won’t  have 
a  major  impact  on  operations.  The  AP  is  looking  at  having  more 
business  reporters  work  late,  says  business  editor  Randy  Picht. 

The  later  session  will  be  easier  on  West  Coast  papers,  which 
have  the  time  difference  on  their  side.  It  raises  extra  questions 
for  the  Seattle  Times,  which  is  setting  new  deadlines  as  it  pre¬ 
pares  to  switch  from  afternoon  to  morning  delivery.  With  the 
move,  the  Times  will  lose  its  jump  on  the  local  competition  in 
terms  of  stock  prices,  but  the  change  might  give  it  an  advantage 
over  national  papers,  business  editor  Robert  Weisman  says. 

Many  observers  see  the  later  trading  hours  as  a  precursor  to 
24-hour-a-day  trading,  and  predict  that 
newspapers  will  rely  more  on  their  Web 
sites  to  update  market  movements. 

The  plan  to  extend  trading  hours 
comes  as  newspapers  have  moved  toward 
earlier  presstimes  for  their  business  sec¬ 
tions,  and  the  press  run  still  dictates  news 
deadlines,  says  the  AP’s  Picht. 

“The  press  run  is  still  kind  of  king,” 

Picht  says.  “It’s  still  going  to  be  status 
quo  for  a  lot  of  papers.  They  may  point 
people  to  their  Web  site.” 

Down  the  road,  some  imagine  news¬ 
papers  putting  out  an  edition  without  stocks,  which  eat  up  cost¬ 
ly  newsprint.  “It  might  provide  an  excuse  for  some  newspapers 
to  drop  stocks  altogether,”  the  Columbus  Dispatch's  Sheban 
says.  “What’s  going  to  make  or  break  us  is  quality  of  news  cov¬ 
erage,  not  stock  tables.  It’s  a  service  that’ll  become  increasingly 
less  important.” 

That  scenario  raises  a  social-responsibility  issue,  says  Guniss. 
Going  to  the  Web  may  save  newspapers  time  and  money,  but 
I  readers  of  the  print  version  won’t  get  the  same  information  as 
■  Web  users,  she  says. 

Andrew  Leckey  of  the  Chicago  Tribune,  whose  column, 
“Successful  Investing,”  is  distributed  by  Tribune  Media  Services 
Inc.,  says  that  as  trading  becomes  increasingly  ongoing,  news¬ 
papers  need  to  change  the  way  they  report  business  news. 

“We  have  to  avoid  getting  too  caught  up  in  today’s  (stock) 
:  movement,”  he  says.  “It  means  that  newspapers  have  a  much 

'  greater  responsibility  to  put  things  in  perspective.”  And  they 

must  find  ways  to  cover  late-breaking  developments,  he  adds. 

I  Gray  to  grow  TV  holdings 

i  Atlanta-based  Gray  Communications  Systems  Inc.  has  agreed 

to  buy  three  CBS  affiliates  in  Texas.  Gray  expects  to  pay  $139 
million  for  KWTX  in  Waco,  KBTX  in  Bryan,  and  KXII  .serving 
;  Sherman  and  Ada,  Okla.,  using  credit  and  by  issuing  common 
stock.  The  purchase,  pending  regulatory  approval,  would  leave 
Gray  with  13  television  stations,  10  being  CBS  affiliates.  Gray 
also  owns  four  daily  newspapers,  including  The  Albany  (Ga.) 
Herald,  daily  circulation  29,500. 
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E&P  VIEWPOINT 


Open  government  is 
not  a  special  interest 

Open  government  activists,  especially  those  in  the  press,  are  a  gloomy  lot  these 
days.  Their  every  victory  —  and  there  have  been  some  significant  ones  recent¬ 
ly  —  seems  to  stand  like  a  magnificent  and  lonely  redwood  amid  the  buzz  of 
chainsaws  as  hostile  legislatures  subject  open  records  and  open  meetings  laws  to  a  death 
by  a  thousand  cuts. 

Across  America  special  interest  groups  —  abetted  by  politicians  who  have  always 
resented  operating  under  public  scrutiny  —  are  enervating  open  government  laws  by 
creating  ever  more  imaginative  exemptions.  In  Florida,  for  example,  veterinarians 
argued  that  information  on  pets  treated  for  rabies  should  no  longer  be  public  because, 
they  solemnly  assured  legislators,  it  violates  the  “doctor/patient  privilege.”  Everybody 
laughed  when  the  vets  first  tried  out  that  line  three  years  ago.  Now  it  is  law.  Florida’s 
government  in  the  Sunshine  law,  possibly  the  best  state  freedom  of  information  act 
(FOIA)  in  the  United  States,  is  now  freighted  with  a  shocking  739  statutory  exemptions. 

While  politicians  are  busy  whittling  away  at  these  laws  in  America’s  statehouses, 
back  home  officious  municipal  clerks,  county  bureaucrats,  and  the  police  treat  public 
records  as  if  they  were  private  property. 

We’ve  reported  on  the  low  levels  of  compliance  that  newspapers  from  Indiana  to 
Virginia  discovered  when  they  sent  out  testers  to  ask  for  records  that  are  indisputably 
public.  The  most  dispiriting  story  will  come  soon  from  Connecticut,  another  state 
with  a  model  FOIA.  Despite  its  24-year-old  official  Freedom  of  Information 
Commission  with  a  full-time  enforcement  staff  and  funding  that  amounts  to  about  $3 
million  annually,  Connecticut  will  soon  report  that  a  test  of  public  record  availability  in 
its  municipalities  and  police  departments  found  compliance  rates  “far  below”  25%,  its 
director  says.  “‘Rude,’  ‘hostile,’  ‘intimidating’  —  those  words  came  up  again  and  again 
in  our  auditors’  questionnaires,”  the  FOI  Commission’s  executive  secretary  Mitchell 
Pearlman  says. 

At  a  time  when  the  press’  own  recent  excesses  have  put  it  on  the  defensive  and  the 
public’s  fear  of  identity  theft  and  other  computer-aided  privacy  invasions  is  reaching 
hysteria,  it  is  no  doubt  tempting  to  simply  retreat  for  a  while  from  the  fight  for  open  gov¬ 
ernment.  The  better  course  is  to  remember  that  when  it  comes  to  freedom  of  informa¬ 
tion  laws,  the  press  and  the  public  are  on  the  same  side. 

Both  citizens  and  journalists  overwhelmingly  support  the  concept  of  freedom  of 
information.  When  Florida  a  few  years  ago  held  a  referendum  on  a  constitutional 
amendment  guaranteeing  open  government  in  its  constitution,  the  vote  was  more  than 
80%  in  favor.  More  significantly,  John  Q.  Public  actually  uses  access  laws.  Government 
statistics  from  states  with  FOIAs  repeatedly  show  that  news  organizations  make  only 
about  15%  of  open  records  requests  —  while  private  citizens  account  for  as  much  as 
75%.  These  Americans  should  be  reminded  early  and  often  that  when  state  FOIAs  are 
weakened,  they  stand  to  lose  even  more  than  the  press. 
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by  Emily  Sweeney 


Searching  for  fresh  perspectives 


Young  reporters  must  learn  through 
experience  and  mentors,  but 
shouldn’t  follow  the  journalism 
crowd  completely  to  the  point  of  mimick¬ 
ing.  If  the  latter  happens,  the  industry  will 
grow  stale  quickly.  Editors  should 
remember  to  encourage  inexperienced 
reporters  to  look  for  new  angles  to  stories, 
so  they  will  not  fall  into  the  usual  stiff 
.style  of  news. 

Reporters  can  write  news  from  fresh 
angles,  without  gambling  with  accuracy 
or  brevity.  I  strive  to  acquire  this  as  a  way 
of  thinking,  and  not  Just  “putting  a  face 
on  a  story.” 

A  recent  assignment  of  mine  bestowed 
a  few  reporting  revelations  upon  me. 

As  a  rookie  journalist  with  one  year  of 
scribbling  in  my  reporter's  notebook,  I 
was  thrilled  to  cover  President  Clinton’s 

50  YEARS  AGO... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  June  4, 1949 

In  a  contest  to  build  daily  home 
delivery  circulation,  the  Chicago 
Tribune  gave  away  1,000  TV  sets  to 
organizations  or  social  groups  whose 
members  turn  in  orders  for  six-month 
subscriptions. 

Women’s  interest  in  new  features 
and  other  material  will  be  explored 
during  the  American  Press  Institute 
Seminar  on  Women’s  Pages  at 
Columbia  University. 

McNaught  will  syndicate  a  column  by 
television’s  first  and  biggest  luminary, 
Milton  Berle.  The  column  will  appear 
five  times  a  week  in  the  New  York  Sun. 

Dedication  of  the  new  Minneapolis 
Star  and  Tribune  building  took  on  the 
“glamorous  settings  of  a  Hollywood 
premiere,”  including  Klieg  floodlights 
on  the  building  at  night  and  carefully 
planned  tours  through  each  department. 

The  Fort  Worth  (Texas)  Star- 
Telegram  raises  $250,000  for  Trinity 
River  flood  victims. 


arrival  in  Massachusetts  for  my  employer, 
a  weekly  sheet  located  in  a  Boston  suburb. 

Air  Force  One  landed  at  a  nearby  U.S. 
air  force  base  so  Clinton  could  attend  a 
local  Democratic  Party  fund-raiser,  and  I 
was  sent  to  write  about  the  scene.  Once 
my  editor  gave  the  assignment  to  me,  1 
contacted  the  public-affairs  office  at  the 
military  base  to  get  my  press  credentials. 

I  waited  at  the  base  for  hours,  milling 
about  with  public-affairs  representatives, 
photographers,  and  other  base  personnel. 

Drizzly  weather  forced  the  president’s 
arrival  and  greeting  of  base  personnel  into 
an  airplane  hangar,  with  the  local  press 
being  told  to  wait  outside.  Only  pool  press 
and  photographers  from  Boston’s  daily 
papers  were  allowed  inside. 

Undaunted,  I  went  inside  the  hangar 
anyway.  Acting  upon  the  advice  of  the 
base  public-affairs  people,  I  took  off  my 
press  pass  and  strolled  into  the  hangar.  For 
two  hours,  1  waited  with  a  crowd  of  2,000 
ba.se  workers  and  military  personnel  for 
the  president’s  arrival. 

Clinton  entered,  spoke,  shook  hands, 
and  left.  Meanwhile,  the  pool  press  play¬ 
ers  were  let  loose  behind  the  rope  that  sep¬ 
arated  the  crowd  and  me  from  the  presi¬ 
dent’s  entourage. 

I  scrambled  with  my  notebook,  and 
held  up  my  camera,  blindly  snapping  pic¬ 
tures  over  my  head.  At  the  same  time,  the 
pool  press  could  move  about  freely  around 
Clinton,  and  even  had  elbow  room  while 
doing  so. 

I  got  a  clear  photo,  and  I  shook  his 
hand.  “Ha!  So  much  for  keeping  the  little 
folks  out!”  I  thought. 

Then  it  really  struck  me  as  I  later  typed 
my  notes:  Being  “locked  out”  of  the  press 
pool  was  the  best  thing  that  could  have 
ever  happened  to  my  story.  The  hours  of 
chatting  with  the  base  personnel  really 
added  depth  to  my  story,  which  was  a  few 
days  old  when  printed  in  my  weekly.  I 
had  comments  and  views  from  people  I 
would  have  never  met  if  I  was  hanging 
out  in  the  press  center. 

My  story  examined  Clinton’s  arrival,  as 
well  as  how  his  appearance  affected  the 
people  on  the  base  —  the  girls  who 
worked  in  the  coffee  shop  nearby,  the  Air 
Force  captain  who  waited  three  hours  to 
get  to  shake  a  president’s  hand,  the  9-year- 


old  boy  who  said  he’d  remember  that  day 
for  the  rest  of  his  life. 

I  later  found  out  I  could  have  been  in 
the  press  pool  if  I  had  made  prior  arrange¬ 
ments  with  the  White  House  public- 
affairs  office  —  a  .step  I  naively  didn’t 
take  because  of  my  being  a  novice.  But 
I’m  glad  I  didn’t.  Being  on  the  other  side 
of  the  rope,  with  the  people  of  the  base 
community,  proved  to  be  the  best  thing 
for  my  story  and  the  community’s  paper. 

The  metro  dailies  got  their  story  — 
quickly  and  surely  —  and  were  allowed 
to  go  to  the  fund-raiser  Clinton  attended, 
while  the  smaller  papers  were  not.  The 
situation  worked  out  favorably  for  our 
purposes  as  a  weekly,  but  the  question 
remains:  Does  size  really  matter? 

In  this  case,  the  smaller  papers  were 
shut  out,  but  the  situation  worked  out  for 
the  better. 

This  assignment  taught  me  some 
lessons,  which  1  scrawled  in  my  notepad: 

Lesson  1 :  Wander  around.  In  this  case, 
I  couldn’t  follow  the  other  reporters  in  the 
press  pool  even  if  I  had  wanted  to,  and  I 
ended  up  getting  a  better  story.  An  editor 
of  mine  once  advised  me  to  take  a  differ¬ 
ent  way  to  work  every  day  to  keep  my 
beat  fresh,  and  1  agree.  Put  a  little  rebel¬ 
lion  into  your  reporting,  and  traipse 
around  your  town’s  back  alleys  if  you 
have  the  time. 

Lesson  2:  Always  carry  a  camera.  Even 
if  you’re  a  shy  shutterbug,  a  camera  is  a 
must  to  get  breaking  news  —  a  spot  photo 
of  an  accident,  a  fire,  or  a  rescue  will  sure¬ 
ly  get  Page  One  regardless  of  who  shot  it, 
a  reporter  or  pro  photographer.  While  cov¬ 
ering  the  president’s  arrival,  our  staff  pho¬ 
tographer  was  shut  out  of  the  press  pool, 
but  luckily  I  was  toting  a  camera  to  hoist 
over  my  head  and  get  some  snapshots. 

Lesson  3:  Talk  to  anybody  —  chairmen 
and  children,  janitors  and  jailbirds,  teach¬ 
ers  and  transvestites.  Ask  everyone  ques¬ 
tions,  whether  he’s  the  president  of  the 
United  States  or  she’s  the  girl  at  the  coffee 
shop  who  just  served  decaf  and  doughnuts 
to  a  dozen  Secret  Service  agents. 

Sweeney  is  a  staff  reporter  for  the 
Community  Newspaper  Co.,  based  in 
Needham,  Mass.,  and  can  be 
reached  at  esweeney@cnc.com. 
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ARLINGTON  ADVOCATE 

SUSAN  DANSEYAR  to  editor  of  the 
Arlington  (Mass.)  Advocate,  from  staff 
reporter. 

DAN  SHOHI  to  reporter  for  the 
Arlington  (Mass.)  Advocate,  one  of 
Community  Newspaper  Co.’s  weekly 
papers.  Previously  he  was  reporting  for 
the  weekly  sister  publication.  The  Beacon, 
covering  Acton  and  Boxborough,  Mass. 


COTTER 

PITTSBURGH 

POST-GAZETTE 


KEEN 

PITTSBURGH 

POST-GAZETTE 


SLAUGHTER 

ASSOCIATED 

PRESS 


SOUSA 

DAILY  BUSINESS 
REVIEW 


LINCOLN  COUNTY  NEWS 

SHERWOOD  OLIN  to  town  govem- 
ment/high  school  sports  reporter  for  the 
Damariscotta  (Maine)  weekly,  from  free¬ 
lance  writer  for  Face  Magazine  in 
Portland,  Maine. 


FALMOUTH  ENTERPRISE 

GEREE  HOGAN  TRUDEAU  to 
arts/entertainment  editor  for  the  Falmouth 
(Mass.)  weekly,  from  entertainment  writer 
for  Cape  Cod  (Mass.)  Magazine. 


ASSOCIATED  PRESS 

THOMAS  SLAUGHTER  to  vice 
president,  directing  the  development, 
execution,  and  monitoring  of  AP’s  strate¬ 
gic  plan. 


JACKSON  COUNTY 
FLORIDAN 

James  Rickets  to  publisher  of  the 
Marianna,  Ra.,  daily,  from  publisher  of  the 
Gautier  Independent  and  Ocean  Springs 
Record.  He  succeeds  TERRENCE  P. 
CONNOR,  who  was  named  publisher  of 
the  Americas  (Ga.)  Times-Recorder. 


MANCHESTER  JOURNAL 

ROBERT  LARSON  to  publisher  of 
the  Manchester  (Vt.)  weekly  from  special 
sections  manager  and  outsides  sales  repre¬ 
sentative  at  the  Brattleboro  (Vt.) 
Reformer,  its  daily  sister  publication. 


CHICAGO  SUN-TIMES 

LARRY  GREEN  to  vice  president  of 
advertising  and  marketing,  from  executive 
editor.  He  succeeds  FRANCESCA 
BRIGGS  who  is  taking  on  a  new  position 
with  Hollinger  International  in  Canada. 


MEREDITH  NEWS 

WILLIAM  LACASSE  to  advertising 
account  executive  for  the  Meredith  (N.H.) 
weekly,  from  executive  sales  agent  for 
Weirs  Times,  a  free  weekly  paper  serving 
the  Winnipesaukee  and  the  Lakes  Region 
area  in  New  Hampshire. 


DAILY  BUSINESS  REVIEW 

JACQUELINE  BUENO  SOUSA  to 
executive  editor,  from  business  editor  of  the 
daily  that  covers  business,  politics,  and  law 
in  Miami-Dade,  Broward,  and  Palm  Beach 
counties. 


KEENE  SENTINEL 

JENNIFER  D.  JORDAN  to  reporter 
for  the  Keene  (N.H.)  daily,  from  free¬ 
lancer. 

NICOLE  S.  VIGER  to  editorial  assis¬ 
tant,  from  writer  for  Keene  State’s  college 
paper.  The  Equino.x,  in  New  Hampshire. 


ELKHART  TRUTH 

DAVID  L.  OGLE,  general  manager  of 
Elkhart,  Ind.,  daily  newspaper  since  1995, 
will  become  publisher  this  summer.  He 
replaces  ANTHONY  H.  BIGGS,  65, 
who  said  he  would  leave  in  August  after 
19  years  as  publisher. 


KENT  GOOD  TIMES  DISPATCH 

RACHAEL  PARADISE  to  managing 
editor  of  Connecticut  weekly,  from  editor 
of  The  Patent  Trader  in  Cross  River,  N.Y. 


Ute  sp^iallze  in  assisting  owners 
in  expioring  and  negotiatingthe  sale 
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MILLIS  SUBURBAN  PRESS 

JENNIFER  ABELSON  to  staff  pho¬ 
tographer  at  the  Needham  (Mass.)  weekly, 
from  photo  coordinator  for  the  Louisiana 
State  University  athletic  department. 

NORTHFIELD  NEWS 

JOAN  DRAKE  to  advertising  sales  rep¬ 
resentative  at  the  Northfield  (Vt.)  weekly. 

PITTSBURGH  POST-GAZETTE 

BILL  COTTER  to  director  of  display 
advertising,  from  territory  sales  manager. 

CHRIS  REEN  to  director  of  classified 
advertising,  from  classified  advertising 
manager. 

REGISTER  CITIZEN 

JONATHAN  COOPER  to  editor  of 
the  Torrington  (Conn.)  daily,  from  over¬ 
seeing  the  launch  of  the  Wallingford  Voice 
in  New  Haven,  Conn. 

SHORE  LINE  NEWSPAPERS/ 
ELM  CITY  NEWSPAPERS 

RONALD  L,  BOERING  to  general 
manager  of  the  two  newspaper  groups, 
from  regional  manager  of  the  New  Haven 
(Conn.)  Register. 
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SOMERVILLE  JOURNAL 

KELLEY  WAGERS  to  reporter  for  the 
Somerville  (Mass.)  weekly,  from  editorial 
assistant  for  the  Community  Newspaper 
Company’s  Needham  (Mass.)  office. 

SUBURBAN  WORLD  NEWS¬ 
PAPERS 

CYNTHIA  LIL  to  news  reporter  for 
the  weekly  Westwood  (Mass.)  Press,  from 
reporter  for  the  group’s  Natick  (Mass.) 
Bulletin,  a  weekly. 

WASHINGTON  POST  CO. 

PINKIE  DENT-KANNON  to  assis¬ 
tant  treasurer,  from  cash  manager. 

MATTHEW  C.  SEELYE  to  assistant 
controller,  from  director  of  corporate 
accounting. 

WINSTED  JOURNAL 

JILL  BLTKUS  to  staff  reporter  for 
the  Lakeville  (Conn.)  weekly,  from  man¬ 
aging  editor  of  the  Kent  (Conn.)  Good 
Times  Dispatch. 


BSfP  OBITUARIES 


HAROLD  F.  (JRLMHAUS,  who  died 
May  29  in  Naples,  Fla.,  at  the  age  of  96, 
rose  from  Chicago  Tribune  assistant  pro¬ 
duction  manager  to  chairman  and  chief 
executive  officer  of  Tribune  Co.  in  the 
course  of  a  four-decade  career  which 
spanned  the  one-man  leadership  of  Col. 
Robert  R.  McCormick  to  a  modem  multi- 
media  corporation. 

In  1960,  five  years  after  McCormick’s 
death.  Grumhaus  was  Chicago  Tribune 
production  manager  when  he  was 
appointed  business  manager  and  given 
the  assignment  of  completely  restructur¬ 
ing  the  newspaper  and  its  parent  compa¬ 
ny.  Grumhaus’  plan,  which  included  rein¬ 
corporating  both  entities,  prepared  the 
way  for  the  eventual  emergence  of 
Tribune  Co.  as  a  public  company  in  1983. 

Grumhaus  was  named  Chicago 
Tribune  publisher  in  1969  ju.st  as  the 
newspaper  was  making  another  kind  of 
transition  from  its  traditional  outspoken 
Republican  partisanship  viewpoint. 
Gmmhaus  supported  the  paper’s  journal¬ 
ists  even  when  he  disagreed  with  them. 
That  hands-off  approach  was  tested  most 
severely,  perhaps,  during  the  Watergate 
crisis  when  the  Chicago  Tribune  in  May 
1974  called  for  the  resignation  of 
President  Richard  M.  Nixon. 

Grumhaus  was  named  to  the  additional 


positions  of  Tribune  Co.  chairman  and 
CEO  in  1971.  Two  years  later,  he  relin¬ 
quished  the  title  of  publisher  to  Stanton 
R.  Cook,  whom  he  had  mentored  in  the 
production  department. 

Cook  succeeded  him  as  Tribune  Co. 
chairman  in  1974.  He  retired  in  1976  as  a 
Tribune  Co.  director.  Grumhaus  was  pre¬ 
ceded  in  death  by  the  former  Helen 
Royall  Dean,  his  wife  of  56  years.  He  is 
survived  by  his  second  wife,  Margaret 
Austin  Rodgers,  whom  he  married  in 
1988;  a  son,  David;  a  sister,  Evelyn 
Parker;  eight  grandchildren  and  12  great¬ 
grandchildren.  Three  children  of  his  sec¬ 
ond  wife  survive:  David  Rodgers,  Sally 
Rodgers  Cole  and  Ann  Rodgers  Loeffler. 
A  memorial  service  in  Lake  Forest,  111.,  is 
being  planned  for  mid-July. 

MIRIAM  GESSNER.  71,  a  former 
editor  for  the  The  Ledger  in  Lakeland, 
Fla.,  died  on  May  10,  while  traveling  on 
an  airplane  to  Lakeland  from 
Philadelphia.  Gessner  received  her  degree 
as  a  registered  nurse  and  worked  in 
Chicago  and  Philadelphia  after  she  grad¬ 
uated  from  college.  She  made  a  career 
change  to  journalism  in  the  1970s  when 
she  joined  The  Ledger  as  a  community 
news  editor  for  the  paper’s  weekly  sec¬ 
tion.  She  was  later  promoted  to  copy  edi¬ 
tor  for  the  editorial  department.  She 
developed  the  social  column  “Over  Your 
Coffee”  for  the  Life  section  of  the  paper. 
Overall  Gessner’s  journalism  career  last¬ 
ed  14  years.  She  continued  to  write  her 
syndicated  column  for  the  paper  even 
after  retirement,  until  poor  health  forced 
her  to  stop  a  few  years  ago.  She  remained 
active  in  several  community  groups. 

KELSO  GILLENWATER,  52, 
retired  publisher  of  The  News  Tribune  in 
Tacoma,  Wash.,  died  in  Tacoma  May  26. 
Gillenwater  was  also  re.sponsible  for 
three  regional  Washington  weeklies: 
The  Peninsula  Gateway  in  Gig  Harbor, 
The  Pierce  County  Herald,  and  the 
Northwest  Guardian,  a  U.S.  army  news¬ 
paper  serving  Fort  Lewis.  Before  mov¬ 
ing  to  Tacoma  in  1991,  he  was  publish¬ 
er  of  the  daily  Tri-City  Herald  in 
Kennewick,  Wash. 

RICHARD  HUNTER  HEMP,  80, 

former  editor  at  the  San  Francisco 
Chronicle  died  from  cancer  complications 
on  May  31.  Hemp  served  nearly  four 
decades  at  the  paper,  rising  from  copy 
boy,  to  one  of  the  paper’s  most  respected 
editors.  He  served  as  night  city  editor  for 


_ fVEWftPFOPLE _ ^ 

by  Vernelle  Dorvil 

19  years;  from  1969  until  1988  he  worked 
as  assignment  editor.  He  later  worked  on 
the  editorial  page  until  he  retired  in  1993. 

RICHARD  CR.ABB,  who  founded 
the  weekly  McDonough  (Ill.)  Times  while 
he  was  still  in  college  and  went  on  to 
become  political  editor  and  columnist  for 
suburban  Chicago  papers,  died  May  1 2  in 
Hopedale,  Ill.  He  was  88. 

After  graduation  from  Western  Illinois 
University,  he  was  farm  editor  of  The 
Dispatch  in  Moline,  111.  He  took  a  two- 
decade  break  from  journalism  to  work  in 
advertising  for  Funk  Brothers  Seed  Co.  in 
central  Illinois.  He  next  worked  at  several 
Chicago-area  papers  including  the 
Arlington  Day,  Press  Publications  of 
Elmhurst,  The  Courier  News  in  Elgin, 
and  the  Daily  Journal  of  Wheaton,  where 
he  was  consulting  editor  and  columnist 
until  the  paper  folded  in  1992. 


BSfP  AWARDS 


The  Columbia  University  Graduate 
School  of  Journalism  presented  the  annu¬ 
al  Mike  Berger  Award,  with  a  $1,000 
prize,  to  Charles  LeDuff,  a  reporter  for 
The  New  York  Times,  for  his  writing  style, 
and  stories  reflecting  the  lives  of  every¬ 
day  New  Yorkers. 

The  Southern  Environmental  Law 
Center  announced  Bill  Finch  and  Sam 
Hodges,  staff  reporters  for  The  Mobile 
(Ala.)  Register,  won  the  sixth  annual 
Phillip  D.  Reed  Memorial  Award  for 
Outstanding  Writing  on  the  Southern 
Environment.  They  will  share  a  $1,000 
prize  for  their  special  section.  “A 
Wilderness  Despite  Us,”  which  used  rich 
and  fluid  language  to  describe  the  past, 
present,  and  potential  future  of  the  Mobile- 
Tensaw  Delta.  Their  36-page  special  sec¬ 
tion  ran  in  the  Register  on  Dec.  30,  1998. 

The  winners  of  the  1999  Excellence  in 
News  Reporting  Awards  for  newspaper 
articles,  awards  sponsored  by  The  Stutter¬ 
ing  Foundation  of  America,  are:  Alan 
Wechsler,  Times  Union,  Albany,  N.Y; 
Chris  Burritt,  The  Atlanta  Journal- 
Constitution’,  and  Jimmy  Tomlin.  High 
Point  (N.C.)  Enterprise. 

According  to  the  foundation,  the  win¬ 
ning  writers  reflected  sensitivity  and 
understanding  in  their  articles,  and  also 
worked  towards  enhancing  the  public’s 
understanding  of  speech  disorders. 
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COVER  STORY 


BY  MARK  FITZGERALD 


Public  fear  of privacy  invasion  via  the  Internet  is  emboldening 
traditional  foes  of  open  goveiminetit  to  gut  access  laws 


The  phantom 

MENACE? 


Is  the  Information  Age  killing  freedom 
of  information?  At  first  blush,  that’s  a 
ludicrous  question. 

The  Internet,  CD-ROMs,  searchable 
databases,  and  data-mining  software  now 
give  anyone  from  an  investigative  journalist 
to  a  fed-up  taxpayer  with  a  home  computer 
the  power  to  access  vast  amounts  of  public 
information  in  ways  never  imagined  when 
states  were  drafting  the  first  freedom  of 
information  (FOI)  laws  three  decades  ago. 

Back  then,  getting  public  information 
meant  travelling  to  the  courthouse  or  city 
hall  and  thumbing  through  stacks  of  musty 
papers.  Now  it’s  available  with  a  few  key-  ! 
strokes,  often  over  the  Internet.  Want  to 
copy  those  records?  In  the  old  days,  photo¬ 
copies  might  cost  25  cents  or  more  for 
every  single  page.  Now,  a  city’s  entire  tax 


roll  can  be  downloaded  in  seconds  to  a 
diskette  that  retails  for  39  cents.  All  this 
must  be  good  for  FOI,  right? 

Not  necessarily,  say  a  growing  number 
of  Journalists  and  open-government 
activists.  “I  would  have  to  say  that  overall 
we  are  losing  ground  on  freedom  of  infor¬ 
mation,”  says  Jane  Kirtley,  executive  direc¬ 
tor  of  the  Reporters  Committee  for 
Freedom  of  the  Press,  based  in  Arlington, 
Va.  “The  promise  of  electronic  record 
delivery  —  opening  access  like  we’ve 
never  had  in  150  years  —  is  being  over¬ 
shadowed  by  this  obsession  with  privacy, 
or  what  is  being  perceived  as  privacy.” 

Throughout  the  United  States,  FOI 
activists  agree,  open-government  laws  are 
under  siege  —  and  many  of  the  reasons  why 
can  be  traced  right  back  to  the  computer. 


Tony  0.  Champagne  39 


“More  and  more  and  more  records  that 
were  traditionally  open  are  now  being 
closed,  and  the  reason  is  technology.  Now 
that  people  can  actually  use  these  records 
and  they’re  open  to  everyone,  the  public 
has  gotten  the  crap  scared  out  of  them,” 
says  Lucy  Daglish,  a  Minneapolis  attorney 
who  is  a  director  of  the  National  Freedom 
of  Information  Coalition  and  former 
Society  of  Professional  Journalist  (SPJ) 
national  FOI  chairwoman. 

Even  as  Americans  bring  computers  into 
their  homes  and  go  online  with  increasing 
frequency,  it  seems,  fear  of  the  Web’s  dark 
side  —  the  potential  for  stalking,  identity 
theft,  fraud,  and  invasion  of  privacy  —  is 
weakening  the  public’s  traditionally  strong 
support  for  FOI. 

As  recently  as  1992,  voters  in  Florida  by 
an  82%  majority  added  the  right  to  see  gov¬ 
ernment  documents  to  the  state  constitu¬ 
tion.  Now,  a  Florida-based  FOI  expert  says 
support  is  slipping  because  of  privacy  fears. 
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To  FOI  advocates,  the  Georgia 
governor  is  a  reai  peach 


“About  five  years  ago,  I  really  did  see  a 
dramatic  shift  in  public  opinion  about  access 
issues,”  says  Sandra  F.  Chance,  director  of 
the  Brechner  Center  for  Freedom  of 
Information  at  the  University  of  Florida. 

As  a  result,  FOI  watchers  say,  the  bureau¬ 
crats,  elected  officials,  and  special-interest 
groups  who  never  wanted  open-government 
laws  in  the  first  place  are  finding  it  easier  to 
place  more  kinds  of  public  information  off- 
limits.  “Privacy  as  the  rallying  cry  for  secre¬ 
cy  has  really  caught  on,”  says  Kirtley,  “and 
the  politicians  and  the  legislators  have  not 
been  unaware  of  that.  It’s  an  argument  that 
really  resonates  with  the  public  in  a  way 
that,  say,  claiming  national  security  as  a  rea¬ 
son  to  close  access  did  not.” 

Computers  work  against  open  govern¬ 
ment  in  other  ways,  too.  Once  local  and  state 
governments  began  gathering  their  records 
in  electronic  databases,  they  quickly  real¬ 
ized  there  was  money  to  be  made  by  turning 
management  of  the  information  over  to  pri¬ 
vate  firms.  These  companies,  FOI  advocates 
charge,  frequently  strangle  access  by  charg¬ 
ing  exorbitant  fees  or  treating  public  infor¬ 
mation  as  if  it  were  proprietary  data. 

“Privatization  is  just  killing  information 
access,”  says  Rosemary  Armao,  Anne 
Arundel  County  bureau  chief  for  The 
(Baltimore)  Sun.  “Already  there  are  whole 
states  where  information  that  was  avail¬ 
able  —  drivers’  licenses,  vital  statistics, 
the  driving  records  of  school  bus  drivers 
—  no  longer  is  available.” 

Many  public  officials  also  have  learned  to 
use  computers  not  to  speed  up  the  process  of 
turning  over  records  —  but  to  grind  it  to  a 
halt.  “They’ll  say,  ‘You  want  the  informa¬ 
tion?  Okay,  here  it  is,’  —  and  they  hand  you 
a  nine-track  [computer  tape  reel].  Now,  not 
many  smaller  papers  are  going  to  have  com¬ 
puters  that  can  handle  a  nine-track,”  says 
David  Milliron,  special  projects  databa.se  edi¬ 
tor  for  The  Atlanta  Journal-Constitution. 

Another  favorite  tactic  is  to  set  extreme¬ 
ly  high  fees.  Milliron  says  the  Houston 
Chronicle  once  asked  for  Texas’  drivers’ 
license  database  and 


To  take  maximum  advantage  of  a 
political  honeymoon,  newly 
elected  governors  typically  send 
the  state  legislature  a  laundry  list  of  pet 
projects  and,  perhaps,  a  distasteful  task 
or  two,  like  a  tax  increase. 

When  Democrat  Roy  Barnes  was  inau¬ 
gurated  as  Georgia’s  SOth  governor  last 
January,  he  sent  just  one  measure  to  the 
General  Assembly:  a  package  of  proposals 
to  strengthen  the  state’s  “Sunshine  Law.” 

“Listen,  I’ve  been  down  at  the  legisla¬ 
ture  for  24  years,  and  I  know  how  it 
works.  They  swap  votes  all  the  time,”  says 
the  5 1  -year-old  Barnes. 

“They’ll  say,  ‘Well,  you 
give  Roy  what  he  wants  on 
the  highway,  which  you 
gotta  support  anyway,  and 
he  can’t  be  so  mad  at  you  if 
you  don’t  go  along  on  this 
thing.’  So  we  ju.st  wouldn’t 
introduce  anything  else 
except  this  so  they  could 
not  swap  votes.” 

When  the  debates  ended 
and  the  votes  were  counted, 

Georgia  had  considerably 
tougher  Open  Meetings  and 
Open  Records  Acts  —  and  Geoigia  advo¬ 
cates  of  open  government  were  ecstatic. 

“Roy  Barnes  did  more  in  the  past  leg¬ 
islative  session  to  strengthen  the  Open 
Records/Open  Meetings  legislation  than 
anyone  had  done  in  a  decade,  in  fact, 
since  Roy  Barnes  was  in  the  legislature 
writing  the  bills,”  says  Hyde  Post,  assis¬ 
tant  managing  editor  of  The  Atlanta 
Journal-Constitution  and  president  of  the 
Georgia  First  Amendment  Foundation. 

Barnes  is  not  the  only  top  Geoigia  offi¬ 
cial  enthusiastic  about  FOI  issues.  State 
attorney  general  Thurbert  E.  Baker  and 
his  deputy,  Dennis  Dunn,  are  frequently 
praised  by  journalists  for  their  speed  in 
deciding  open-records  disputes. 

When  the  National  FOI  Coalition 
met  in  Atlanta  in  late  May,  Baker  made 
a  point  of  attending  its  opening  recep¬ 
tion  and  introducing  himself  to 
Journal-Constitution  editor  Ron  Martin. 
“We  depend  on  you  to  tell  us  about  the 
glitches,”  he  told  Martin.  “We  have  peo¬ 
ple  who  are  really  interested  in  open¬ 
ness.” 

When  the  new  Open  Records  Act 
takes  effect  July  1,  it  will  tighten  time 
limits,  requiring  public  bodies  to  pro¬ 


duce  a  requested  document  within  three 
days.  More  than  a  decade  ago,  Barnes 
wrote  the  original  language  requiring  a 
“response”  within  three  days  and  says 
he  watched  in  frustration  as  officials 
interpreted  that  to  mean  they  could  just 
acknowledge  they  received  the  request 
and  continue  to  sit  on  the  document. 

Probably  the  most  controversial 
change,  however,  is  to  the  Open  Meetings 
Act.  Under  the  revised  law,  the  top  official 
in  any  public  body  that  goes  into  a  closed 
session  must  swear  out  an  affidavit  citing 
the  specific  reasons  for  doing  so  and 
promising  not  to  discuss 
any  other  matter.  Barnes 
notes  that  lying  in  an  affi¬ 
davit  is  a  felony  under 
Georgia  law. 

“I  was  listening  to  the 
debate  in  my  office,”  Barnes 
says,  “and  a  state  senator 
got  up  and  said,  ‘You  know 
what?  This  is  going  to  cut 
down  on  the  number  of 
executive  sessions.  You’d 
have  to  be  an  idiot  to  have 
an  executive  session  under 
this!’  I  listened  to  him  on 
the  squawk  box,  and  I  thought,  ‘I  believe 
he  has  got  the  message.’” 

Some  opponents  of  the  new  law  say 
Barnes  is  unfairly  tarring  them  as  forces 
of  darkness.  “You  know,  50%  of  county 
commissioners  in  Georgia  turn  over  every 
four  years.  They  aren’t  professionals. 
They  are  citizen  activists  who  became 
involved  because  of  zoning  or  taxes,  and 
they  used  the  Open  Records  Act.  They 
don’t  have  a  problem  with  Open  Meetings 
either.  When  they  close  [a  meeting],  often 
it’s  just  to  avoid  embarrassing  somebody. 
It’s  nothing  sinister,”  says  James  F. 
Grubiak,  general  counsel  for  Association 
County  Commissioners  of  Geoigia. 

The  biggest  flaw  in  Barnes’  affidavit 
legislation,  Gmbiak  says,  is  that  county 
commission  chairmen  are  put  in  legal 
jeopardy,  yet  they  don’t  have  any  power  to 
prevent  other  commissioners  from  voting 
to  go  into  closed  sessions  or  discussing 
whatever  they  want  once  they  are  there. 

One  irony  in  Barnes’  new  law  is  that 
it  does  not  apply  to  the  office  of  the  gov¬ 
ernor  because  of  the  separation  of  pow¬ 
ers.  Barnes  says  he  has  pledged  to  oper¬ 
ate  as  if  his  office  were  covered  under 
the  Sunshine  Law.  —  Mark  Fitzgerald 
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was  told  it  was  available  —  for  $60  mil¬ 
lion. 

“The  fact  that  we  [in  Florida]  have  to 
pay  for  ‘extraordinary  programming’  now 
encourages  agencies  to  put  their  data  in 
difficult  places,”  says  Dan  Keating,  the 
research/technology  editor  at  The  Miami 
Herald.  “Some  of  these  agencies  can  be 
incredible;  The  Dade  County  school  sys¬ 
tem  overbilled  us  royally.  We 
got  the  itemized  bills,  and  i 
91%  of  the  bills  were  pure 
fluff,  absolutely  inexplica¬ 
ble.” 

All  this  is  on  top  of  the 
built-in  delay  found  in  a 
surprising  number  of  state 
FOI  laws.  “The  strength  of 
South  Carolina’s  law  is  its 
broad  definitions  of 
‘records’  or  ‘meetings,’  but 
its  weakness  is  that  it 
allows  15  days  [for  a 
public  body]  to  respond  to  a 
request.  We’ve  sent  men  to  the  moon  and 
back  in  less  time  than  that,”  says  Jim  Cato, 
editor  of  The  Beaufort  (S.C.)  Gazette. 

Add  these  technology-driven  fears  and 
hassles  to  a  general  anti-press  mood  in  the 
country,  and  it’s  no  wonder  legislators  and 
lobbyists  in  some  states  are  mounting 
assaults  on  FOI  laws.  Frank  Gibson,  politi¬ 
cal  editor  of  The  Tennessean  in  Nashville 
and  former  president  of  SPJ,  saw  the  strug¬ 
gle  up  close  when  he  worked  this  year’s  leg¬ 
islative  session  as  the  newspaper’s  lobbyist. 

“There  were  25  anti-press  bills  intro¬ 


duced  in  this  session.  That’s  three  times  as 
many  as  have  ever  been  filed  in  a  year  dur¬ 
ing  the  15  to  20  years  I’ve  been  there,”  says 
Gibson,  chairman  of  the  Tennessee  Press 
Association’s  FOI  committee.  Nothing  sig¬ 
nificant  passed  in  Tennessee,  but  the  strug¬ 
gle  there  to  hold  the  line  on  FOI  was 
repeated  in  state  after  state. 

O  Special  interests  won  exemptions 
from  FOI  laws  in  some 
states  by  skillfully  using 
the  privacy  issue.  Florida 
veterinarians  tried  for 
three  years  to  remove 
lists  of  pets  vaccinated 
for  rabies  from  public 
inspection. 

“They  said  it  was  to 
protect  the  privacy 
rights  of  the  pets  and  the 
doctor/patient  relation¬ 
ship,”  the  Brechner 
Center’s  Chance  says. 
“The  first  time  this 
came  up,  people  laughed  about  it.  The  second 
time,  they  took  it  a  little  more  seriously.  The 
third  time,  it  passed.”  The  real  reason  for  the 
exemption.  Chance  explains,  is  that  vets  want¬ 
ed  to  shield  the  names  of  pet  owners  from 
direct  marketers  selling  products  at  deep  dis¬ 
counts. 

These  efforts  add  up:  Even  states  with 
good  histories  of  open  government  are  chip¬ 
ping  away  at  their  FOI  laws.  Georgia  this 
year  passed  a  dramatic  strengthening  of  its 
Open  Records  and  Open  Meetings  Acts,  yet 
the  law  still  has  99  specific  exemptions. 


Tennessee  has  between  100  and  125  of 
these  exemptions.  Oregon  has  150.  At  last 
count,  Florida,  the  state  generally  acknowl¬ 
edged  as  having  the  best  “Sunshine  Law,” 
had  a  whopping  739  exemptions  —  includ¬ 
ing  the  one  covering  vaccinated  pets. 

But  not  all  of  these  exemptions  are 
obtained  by  business  or  political  interests. 
The  problem,  FOI  advocates  say,  is  that 
weakening  open-government  laws  hurts  the 
public  even  if  it’s  the  public  that’s  clamoring 
for  them.  In  Louisiana,  legislators  rewrote 
part  of  the  criminal  code  applying  to  children 
to  say  that  no  public  official  could  disclose 
the  name  of  a  juvenile  victim  of  a  felony. 

“So  if  you  have  a  kidnapping  and  the 
police  want  to  say,  ‘This  kid  has  been  kid¬ 
napped,  look  out  for  him,’  they  really  can’t 
under  this  law,”  says  Linda  Lightfoot, 
executive  editor  of  The  Advocate  in  Baton 
Rouge,  La. 

“The  problem  is  the  victim ’s-rights  peo¬ 
ple  are  just  running  amok  in  the  legislature, 
and  whatever  they  ask  for,  the  legislature 
gives  it  to  them,”  Lightfoot  adds. 

To  journalists  working  on  FOI  issues,  the 
worst  part  of  this  invasion-of-privacy  “hyste¬ 
ria,”  as  they  often  term  it,  is  that  the  news 
media  it.self  is  fanning  it.  Just  last  month,  as 
many  state  legislatures  across  the  nation 
were  embarking  on  their  hectic  closing  days, 
numerous  local  TV  news  programs  were  try¬ 
ing  to  boost  ratings  during  the  semiannual 
“sweeps”  period  with  programs 
about  the  terrible  things  criminals 
can  do  with  public  information:  ** 
identity  theft,  stalking,  pedophiliac 


In  some  states,  computer-ready  FOI  laws 


I 


n  a  Windows  NT  world,  a  surprising 
number  of  state  Freedom  of 
Information  (FOI)  laws  still  live  in  the 
age  of  the  electric  typewriter.  Many 
state  FOI  laws  were  written  before 
records  were  routinely  kept  on  comput¬ 
er  —  and  they  provide  big  loopholes  for 
officials  bent  on  denying  access. 

Louisiana  first  adopted  a  public 
records  law  in  1940  and  enshrined  the 
right  of  access  in  its  constitution 
in  1974.  But  as  recently  as  1996  Q 
the  state  Supreme  Court  ruled  ^ 
that  a  public  agency  was  not 
required  to  combine  infor¬ 
mation  kept  in  separate 
computer  lists  to  respond  to 
a  request  for  “a  list”  of  the 
information.  In  fact,  the  state 
high  court  said,  the  public 
body  did  not  have  to  release 
separate  lists,  either. 

A  few  states,  however,  are 


overhauling  their  FOI  statutes  to  ensure 
public  information  does  not  escape  into 
a  black  hole  in  cyberspace. 

Among  those  generally  regarded  as 
the  best  is  North  Carolina’s  1995  Open 
Records  Law.  “The  great  strength  of 
this  law  is  that  the  state  cannot  use  elec¬ 
tronic  conversion  to  make  records  less 
accessible  than  in  hard  copy,”  says 
Amanda  Martin,  a  media  attorney  with 
the  Everett,  Gaskins,  Hancock  & 
Stevens  law  firm. 

North  Carolina’s  law  also  has  one  of 
the  strongest  guarantees  that  accessing 
electronic  records  will  not  be  costly. 
Agencies  can  charge  only  for  the  actual 
cost  of  copying  —  not  for  staff  time  or 
overhead. 

Martin  notes  that  those  requesting 
data-rich  databases  can  be  charged  only 
for  the  cost  of  a  reel  of  magnetic  tape  or 
a  disk. 

More  states  need  to  do  that,  says  Dan 


Keating,  the  research/technol¬ 
ogy  editor  at  The  Miami 
Herald.  In  Florida,  he  says, 
agencies  can  charge  for  the 
cost  of  “extraordinary  pro¬ 
gramming”  to  fulfill  a  public 
records  request. 

“The  fact  that  we  pay  for  program¬ 
ming  now  encourages  agencies  to  put 
data  in  difficult  places,”  he  says.  “If 
agencies  thought  that  they  would  have 
to  pay  for  this  extensive  programming, 
they  might  start  thinking  upfront  about 
where  they  put  things  and  how  they 
organize  data.” 

Florida  and  Texas  are  two  states  that 
have  adopted  laws  explicitly  requiring 
that  any  automation  of  government 
records  not  erode  public  access.  Florida 
also  explicitly  recognizes  as  public  doc¬ 
uments  any  e-mail  messages  sent  or 
received  in  connection  with  official 
business.  —  Mark  Fitzgerald 
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cruising  on  the  Internet,  and  more. 

“I  get  absolutely  apoplectic  about  these 
programs  and  how  the  media  has  a  fixation  on 
these  issues,”  says  the  Reporters  Committee’s 
Kirtley.  “I’m  not  saying  they  are  not  stories, 
that  should  not  be  told,  but  there  should  be  a 
certain  proportionality 
about  it.” 

A  single  tragedy  is 
often  enough  to  dramati¬ 
cally  shut  down  the  flow 
of  information. 

Rebecca  Schaffer,  an 
actress  in  the  TV  sitcom 
“My  Sister  Sam,”  was 
killed  in  1989  by  a 
deranged  fan  who  had  found  her  address 
by  hiring  a  private  detective  who  found  it 
through  the  California  Department  of 
Motor  Vehicles  (DMV).  As  a  nearly  direct 
result  of  that  brutal  murder,  the  federal 
government  since  has  permitted  states  to 
seal  DMV  lists.  Ironically,  FOI  advocates 
note,  there  is  an  exception  in  California  for 
private  investigators,  so  the  measure  might 
not  have  saved  the  young  actress’  life. 

In  another  irony,  sealing  state  DMV  lists 
hampers  the  news  media  in  investigations 
that  could  prevent  other  tragedies,  says  the 
Brechner  Center’s 

Chance.  She  notes  that 
investigative  projects 

from  newspapers  around 
the  country  used  these 
records  to  document,  for 
example,  how  school  bus 
drivers  were  hired  despite 
suspended  licenses. 

Kirtley  and  others  say 
it  is  time  to  re-frame  the  debate  over  “pri¬ 
vacy.” 

“I've  always  thought  we  should  ask,  ‘Why 
is  this  information  in  government  hands  in 
the  first  place?”’  Kirtley  says.  “If  this  is  infor¬ 
mation  that  you  worry  about,  why  is  the  gov¬ 
ernment  collecting  it?  The  focus  has  shifted. 
. . .  The  public  has  sort  of  lost  its  perspective 
on  this.  The  way  we  keep  our  collective  safe¬ 
ty  is  by  knowing  wbat  government  is  doing. 
The  idea  that  people  think  it’s  more  danger¬ 
ous  for  your  neighbor  to  have  information 
about  you  than  the  government  would 
frankly  have  the  Founding  Fathers  scratching 
their  heads.” 

Charles  N.  Davis,  an  assistant  profes.sor 
of  journalism  at  Southern  Methodist 
University,  says  the  laundry  list  of  exemp¬ 
tions  should  be  challenged  head-on;  “I 
think  we,  as  FOI  activists,  have  to  do  a 
much  better  job  of  demanding  the  justifica¬ 
tion  for  these  things.” 

Similarly,  the  Baltimore  Sun's  Armao 
says  citizens  should  change  the  terms  of 
debate  and  demand  cost-free  access  to 
records.  “We  taxpayers,  that’s  you  and  I  and 


Jane  Kirtley, 
RCFP 


Lightfoot, 

The  Advocate 


everyone  else,  are  not  customers  of  this 
information  in  a  business  sense,  but  stock¬ 
holders  of  it,”  Armao  says.  “We  paid  the  peo¬ 
ple  who  collected  it.  We  provided  the  place 
where  it  is  gathered.  We  own  this  informa¬ 
tion.  And  to  pay  again  is  to  double-pay.” 

FOl-supporting  journalists  also  empha¬ 
size  that  open  government  is  not  a 
parochial  interest  of  the  media.  “The  pub¬ 
lic  understands  this  issue,  if  you  don’t  cast 
it  as  a  media  issue,”  media  lawyer  Daglish 
says.  Not  only  does  the  public  understand, 
she  points  out,  they  actually  use  the  law. 

Figures  kept  by  the 
handful  of  states  with 
FOI-compliance 
offices  clearly  show 
that  the  news  media 
comprise  a  small 
minority  of  those 
requesting  public 
records.  Indiana’s 
new  public  access 
counselor,  Anne 
Mullin  O’Connor, 
says  journalists  make 
18%  of  the  requests, 
with  governments  and 
their  agencies  making 
another  30%.  In  Con¬ 
necticut,  the  media 
make  15%  of  re¬ 
quests,  businesses 
15%  —  and  individ¬ 
ual  citizens  the  re¬ 
maining  70%,  ac¬ 
cording  to  the  state- 
run  Connecticut  Free¬ 
dom  of  Information 
Commission. 

Perhaps  the  most 
effective  tools  in 
redefining  the  FOI  debate  have  been  the 
open-government  “audits”  conducted  by 
groups  of  newspapers  in  Indiana,  Virginia, 
Pennsylvania,  and,  most  recently.  New 
Jersey,  where  people  ask  for  the  same  kind 
of  public  information  in  towns  throughout 
their  state.  They  do  not  identify  themselves 
as  working  for  a  newspaper.  Uniformly,  the 
compliance  rates  have  been  low. 

When  these  papers  report  the  problems 
that  average  citizens  have  in  getting  a  copy 
of  a  school  budget  or  a  police  report,  the 
laws  often  change. 

Indiana  hired  a  full-time  FOI  compliance 
officer  within  months  of  its  newspaper 
audit.  Virginia  undertook  a  massive  over¬ 
haul  of  its  open  records  and  open  meetings 
law.  New  Jersey  was  once  considered  a 
leading  light  in  FOI,  and  wrote  the  nation’s 
first  shield  law  to  protect  journalists’ 
sources  back  in  1933.  In  recent  years,  how¬ 
ever,  it  has  gained  a  reputation  as  one  of  the 
worst  states  for  open  government. 


Useful  FOI  Web  sites 

American  Library  Association 

www.ala.org 

Brechner  Center  for  Freedom  of 
Information  at  the  University  of  Florida 

www.jou.ufl.edu/brechner/brochure.htm _ , 

Eiectronic  Frontier  Foundation 

www.eff.org/pub/Activism/FOIA/ 


“The  Open  Public  Records  Act,  a  law 
hardly  worth  the  paper  on  which  it  is  writ¬ 
ten,  allows  people  whose  salaries  you  pay  to 
keep  you  in  the  dark  about  the  public’s  busi¬ 
ness,”  The  Courier-News  in  Bridgewater 
editorialized  the  day  it  revealed  the  low  gov¬ 
ernment  compliance  in  an  audit  by  seven 
Gannett  papers  in  New  Jersey. 

“We’ve  already  seen  a  change  in  attitude 
as  a  result  of  the  audits  by  the  Gannett 
papers  and  The  Press  of  Atlantic  City,"  says 
John  O’Brien,  executive  director  of  the 
New  Jersey  Press  Association  (NJPA), 

This  change  in  atti¬ 
tude  may  soon  be  fol¬ 
lowed  by  a  change  in 
the  law:  The  NJPA 
helped  draft  a  law  Gov. 
Christie  Whitman  is 
sending  to  the  legisla¬ 
ture.  The  new  law 
makes  more  govern¬ 
ment  documents  — 


Freedom  Forum  Online 

www.freedomforum.org 

Freedom  of  Information  Center 

web.missouri.edu/-foiwww/ 

National  Freedom  of  Information 
Coalition 

www.nfoic.org 

Reporters  Conunittee 
for  Freedom  of  the  Press 

wiww.rcfp.org 

Society  of  Professional 
Journalists  Project  Sunshine 

www.spj.org/contacts/sunshine. 

htm#purpose 

Student  Press  Law  Center 

w/vi/w.splc.org 


including,  for  the 
first  time,  electron¬ 
ic  records  —  avail¬ 
able  to  the  public, 
and  shortens  the 
time  it  takes  to 
get  them. 
Connecticut  is 
likely  to  be  the  next 
state  shocked  by  an 
audit.  As  executive  di¬ 
rector  of  the  state’s 
FOI  commission, 
Mitchell  Pearlman 
runs  an  FOI  enforce¬ 
ment  agency  unique  in 
the  United  States.  He 
has  a  full-time  staff 
and  a  budget  that 
amounts  to  $3  million  annually  in  a  state 
where  FOI  consciousness  is  so  high  that  his 
office  handles  10,000  inquiries  a  year. 

Pearlman  says  that  a  just-completed 
audit  of  FOI  compliance  by  municipalities, 
police  departments,  and  agencies  discov¬ 
ered  “very  bad”  results.  The  results  will 
show  compliance  rates  below  25%,  he  says. 

“We  think  this  is  going  to  be  a  bomb- 
shell  in  Connecticut,  not  only  for  our  J, 
legislature  but  looking  at  overall  com¬ 
pliance  among  agencies  and  towns,” 
Pearlman  says.  “It  wasn’t  just  bad 
compliance,  but  the  words  ‘rude,’ 

‘hostile,’  ‘intimidating,’  —  those  words 
came  up  again  and  again  [according  to 
auditors],  not  in  the  10%  category. 

They  were  in  the  40%-50%  category.” 

Like  every  other  state  in  America, 
Pearlman  says,  Connecticut  needs  im¬ 
provement  on  this  issue.  “I  don’t 
think,”  he  says,  “there’s  a  decent 
FOI  [law]  in  the  United  States.”  I 
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Spinning  on  the  Web, 
oid  gives  birth  to  new 


Tribune,  Times,  and  Belo 
all  launch  online  units: 

IPOs  in  the  offing? 

by  Martha  Stone 

Separating  online  news  units  from 
their  parent  companies  is  creating 
an  opportunity  for  expansion, 
autonomy,  innovation,  and  more  accurate 
accounting  practices,  industry  players  say. 

In  the  past  three  weeks,  the  Tribune 
Co.,  New  York 
Times  Co.,  and  A.H. 

Belo  Corp.  all  have 
announced  the  ere-  Parent 

ation  of  new  media 

busiMssuni,s,sepa.  a.H  Belo  Corp 
rate  from  Ihe  looth-  j,,,  ^,^55  5^ 

er-ship  companies.  Tribune  Co. 

Insiders  at  the 

Tribune  and  Times  *  Belo  has  not  released  ( 

_ • _ _  .1 _  Source:  Companies 

companies  say  the 
ultimate  goal  is  to 

take  their  units  pub-  QTfl 

lie  as  early  as  this 
summer.  Market  ana-  Company 

lysts  were  unwilling 

.0  say  whether  the  (.gs  j^^retWatch 

recenr  srock-rrrarker  T|,esireet.coni 

drop,  which  resulted 
in  some  share  prices 


company  has  not  decided  whether  to  go 
public.  If  Times  Co.  Digital  or  the  others 
wait  beyond  fall,  the  next  plausible  IPO 
time  would  be  next  January,  after  the  hol¬ 
idays,  one  industry  executive  says. 

Some  newspaper  new  media  units  that 
existed  before  May  say  they  too  could 
take  the  IPO  route.  A  Washington- 
post.  Newsweek  Interactive  spokeswoman 
says  that  unit  of  The  Washington  Post  Co. 
has  been  established  such  that  an  IPO 
would  be  possible. 

The  new  status  of  Times  Co.  Digital, 
Tribune  Interactive  Group,  and  Belo 

NEW  MEDIA  EARNINGS 


New  media  unit 

Belo  Online 
Times  Co.  Digital 
Tribune  Interactive  Group 


‘Belo  has  not  released  estimated  earnings 
Source;  Companies 


STOCK  VALUATIONS  FOR  RECENT  MEDIA  IPOs 


Company 

CBS  MarketWatch 
TheStreet.com 


IPO  date 

Jan.  14 
March  19 


All  time  high 


time  a  decision  is  made,  it  is  often  too  lit¬ 
tle,  too  late. 

Analysts  are  optimistic  that  the  structur¬ 
al  changes  for  these  three  newspaper  com¬ 
panies  have  the  potential  to  improve  the 
product.  But  at  least  one  online  news  guru 
fears  it  may  not  bode  well  for  the  neces¬ 
sary  communication  needed  between  print 
and  online  staffs  to  move  content  from 
print  to  the  Web. 

“The  separate  organization  can  benefit 
from  its  distance  from  the  mother  ship  by 
developing  a  culture  that  is  faster,  more 
nimble,  more  attuned  to  the  nature  of  the 
Internet,  and  the  opportunities  and  chal¬ 
lenges  it  presents,  [as  it  is]  disentangled 
from  the  assumptions  and  business  imper¬ 
atives  presented  by  the  old  [and  mass] 
media  culture,”  says  Steve  Yelvington, 
former  editor  of  Minneapolis-based  star- 
tribune.com  and  incoming  executive  edi¬ 
tor  of  Atlanta-based  Cox  Interactive 
Media.  “The  biggest 
threats  to  old-media 
companies  do  not 
Estimated  1999  come  from  other 

earnings  old-media  compa- 

...  ....  ,  nies,  but  from  smart 

multi-millions  , 

$24-$26  million  Internet  startups. 

$25-$30  million  Establishing  a  sepa¬ 

rate  Net  business 
operation  can  be 
a  smart  move,” 
Yelvington  said  in 
I  ipQg  ^n  online  bulletin 

message  that  was 
Low  (week  confirmed  via  e- 

ending  5/28)  mail. 

fsZ  TIMES  CO. 

DIGITAL 

Times  Co.  Digital 


dropping  by  half  of  their  highest  valua¬ 
tions,  was  an  indicator  of  doom  for  the 
Internet  initial  public  offering  (IPO) 
stock-buying  frenzy.  While  many  analysts 
predict  the  bottom  dropping  out  of  the 
IPO  bonanza  eventually,  it’s  not  any  won¬ 
der  that  media  companies  are  rushing  to 
get  in  before  it  turns  sour. 

The  first  of  the  companies  out  of  the 
IPO  gate  may  be  Times  Co.  Digital,  the 
New  York  Times  Co.’s  new  online  unit 
announced  May  24.  An  industry  executive 
says  Times  Co.  Digital  is  planning  to  go 
public  in  late  summer  or  early  fall,  since  it 
is  already  an  established,  profitable,  and 
attractive  company. 

But  Times  Co.  Digital’s  president, 
Martin  Nisenholtz,  has  said  publicly  the 


Online  Inc.  could  have  significant  impact 
on  each  company’s  ability  to  make  deci¬ 
sions  nimbly  when  competing  against 
nontraditional  competitors  like  Yahoo! 
and  America  Online,  which  can  turn  on  a 
dime  to  implement  a  new  technology  or 
feature,  while  traditional  media  can  be 
riddled  with  bureaucracy,  hindering  nim¬ 
ble  decision-making.  One  large  media 
chain  talked  about  building  a  registration 
i  database  for  four  years  but  never  followed 
through,  all  the  while  hemming  and  haw¬ 
ing  about  the  decision. 

The  rank  and  file  at  newspaper  Web 
divisions  often  complain  that  traditional 
media  company  executives  “don’t  get” 
new  media  and  are  unable  to  make  deci¬ 
sions  appropriate  for  the  medium.  By  the 


is  composed  of  the  New  York  Times  Co.’s 
almost  50  Web  sites,  including  speciality 
sites  like  winetoday.com  and  the  sites  of 
21  regional  newspapers,  eight  TV  stations, 
three  magazines,  and  two  radio  stations. 
The  fast-growing  unit  is  expected  to  make 
$24  million  to  $26  million  in  1999.  The 
company’s  parent  reported  1998  revenues 
of  $2.9  billion. 

“By  aggregating  our  sites  into  one  busi- 
:  ness  unit,  we  will  sharpen  our  strategic 
!  focus  in  the  Internet  arena,”  says  Lisa 
Carparelli,  a  Times  spokeswoman.  “The 
new  unit  will  allow  us  to  operate  under  a 
unified  digital  strategy.  It  will  also  allow 
us  to  leverage  the  resources  we  have 
I  across  the  company  in  this  area  as  we  cre- 
i  ate  a  network  of  high-quality  sites  to  meet 
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the  needs  of  a  growing  number  of  users 
and  advertisers  in  both  national  and  local 
markets.” 

According  to  the  company.  The  New 
York  Times  on  the  Web  has  more  than  7 
million  registered  users,  who  spend  an 
average  of  41.7  minutes  a  month  on  the 
site  and  logged  more  than  86  million  page 
views  in  April.  A  total  of  83%  of  the  site’s 
users  live  outside  of  New  York,  48%  have 
annual  incomes  of  more  than  $75,000,  and 
60%  have  never  bought  a  copy  of  The  New 
York  Times  newspaper. 

Also  in  April,  Boston.com,  serving  all 
of  New  England,  recorded 
more  than  29  million  page 
views,  and  NYToday.com, 

New  York’s  arts  and  enter¬ 
tainment  guide,  recorded 
4.4  million  page  views. 

“This  step  significant¬ 
ly  advances  our  ability 
to  build  a  high-quality, 
high  value  Internet  pres¬ 
ence  and  respond  even 
more  quickly  to  the  fast- 
moving  Web  market¬ 
place,”  says  New  York 
Times  Co.  chairman 
Arthur  O.  Sulzberger  Jr. 

TRIBUNE 

INTERACTIVE  GROUP 

Like  Times  Co.  Digital,  Tribune 
Interactive  Group  joins  its  three  siblings 
as  the  fourth  unit  of  its  parent.  Tribune  Co. 

Among  the  holdings  of  Tribune  Interac¬ 
tive  are  200  Web  sites,  including  those 
under  the  Tribune  Publishing,  Tribune 
Broadcasting,  and  Tribune  Education  enti¬ 
ties.  Tribune  Interactive  is  expected  to 
make  $25  million  to  $30  million  in  1999. 
The  combined  Web  sites  pull  33  million 
page  views  a  month. 

The  group’s  Web  sites  include  those  of 
the  Chicago  Tribune,  the  Fort  Lauderdale, 


Fla.,  Sun-Sentinel,  The  Orlando  (Fla.) 
Sentinel,  and  the  Newport  News-Hampton 
(Va.)  Daily  Press,  17  TV  stations,  and 
four  radio  stations. 

“Because  the  Internet  is  growing  so 
rapidly,  the  formation  of  the  new  group 
enables  us  to  execute  and  grow  our  inter¬ 
active  businesses  quickly,”  says  Jeff  R. 
Scherb,  chief  executive  officer  of  Tribune 
Interactive.  “We  already  have  a  powerful 
Internet  business,  and  we’re  well-posi¬ 
tioned  to  continue  our  leading  edge  in  the 
interactive  world.” 

Tim  Landon,  who  last  led  the  Tribune 
Co.’s  Fort  Lauderdale 
online  operation  and  prior 
to  that  was  interim  CEO 
for  Classified  Ventures 
(the  Chicago-based  online 
classifieds  group)  when 
it  was  launched,  has 
been  pegged  to  play  a  key 
role  in  the  company,  but 
his  title  has  not  been 
announced.  The  rest  of  the 
management  team  has  not 
been  finalized,  a  Tribune 
spokeswoman  says. 

BELO  ONLINE 

Dallas-based  Belo 
Online  debuted  May  12 
to  centralize  A.H.  Belo’s  interactive 
holdings. 

Unlike  the  Tribune  and  Times  compa¬ 
nies,  Belo’s  plans  for  the  online  unit  are 
less  defined,  and  an  IPO  may  not  be  on  the 
radar  screen,  says  Dale  Peskin,  vice  presi¬ 
dent  for  online  publishing  at  Belo.  “[An] 
IPO  is  not  a  goal,  but  it’s  a  possibility,” 
Peskin  says. 

The  move  has  already  created  a 
change  in  culture.  “In  the  space  of  two 
weeks,  there  has  been  a  direct  path  of 
decision-making,  a  different  level  of 
accounting.  It  has  allowed  us  to  be  nim¬ 


Martin  Nisenholtz 
Times  Co.  Digital 


ble,”  Peskin  says. 

But  Peskin  is  the  first  to  admit  there’s 
plenty  of  work  to  be  done  to  build  the  unit 
into  a  profitable  and  efficiently  run  online 
marketplace.  “We  don’t  want  to  replace 
one  culture  for  another  culture,  or  one 
bureaucracy  for  another  bureaucracy,”  he 
says.  “We  want  to  create  an  organization 
that  can  change  and  evolve  to  meet  con¬ 
sumer  behavior  and  the  marketplace  all  of 
the  time.” 

James  M.  Moroney,  Belo’s  executive 
vice  president,  will  coordinate  Belo’s 
interactive  media  initiatives,  and  will 
report  to  Robert  Decherd,  A.H.  Belo  pres¬ 
ident,  chairman,  and  CEO. 

Among  Belo’s  holdings  are  12  TV  sta¬ 
tions  in  the  nation’s  top  50  markets.  In 
addition,  the  company  manages  four  TV 
stations  through  local  marketing  agree¬ 
ments,  and  owns  four  local  or  regional 
cable  news  channels. 

Belo’s  Publishing  Division  is  head¬ 
quartered  at  The  Dallas  Morning  News 
(http://www.dallasnews.com).  Other  Belo 
newspapers  include  the  Providence  (R.I.) 
Journal-Bulletin',  The  Press-Enterprise  in 
Riverside,  Calif.;  the  Arlington  Morning 
News  and  The  Eagle  in  Bryan-College 
Station,  both  Texas;  and  The  Gleaner  in 
Henderson  and  the  Messenger-Inquirer  in 
Owensboro,  both  Kentucky. 

Belo  Online  has  not  released  estimated 
earnings  for  1999.  Hi 
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Coming  to  their  census  (at  last), 
leds  iound  American  Factfinder 


U.S.  Census  Bureau  in  2000 
can  count  itself  among 
our  new  best  friends 

by  Charles  Bowen 

Census  data  came  online  very  early 
in  the  cyberspace  experience. 
Information  from  the  U.S.  Census 
Bureau  and  other  federal  agencies  showed 
up  on  CompuServe  in  the  1980s,  well 
before  the  birth  of  the  World  Wide  Web  or 
even  America  Online. 

But  finding  relevant  figures  for  your 
stories  was  never  easy.  Each  database 
had  its  own  peculiarities.  Some  were  not 
searchable  by  keywords,  requiring  you 
to  wade  through  menus,  submenus,  and 
sub-submenus,  hoping  to  simply  stumble 
upon  the  data  you  needed.  Other  online 
resources  were  searchable,  but  required 
a  long  learning  curve  to  familiarize 
yourself  with  its  search  conventions. 
These  difficulties  were  only  magnified 
on  the  Web. 

The  technological  legacy  of  the  Clinton 
administration  has  been  the  bringing  of 
official  Washington  to  the  Web.  Within 
three  years  of  the  start  of  the  Clinton 
White  House,  all  executive-branch  agen¬ 
cies  had  at  least  some  kind  of  Web  pres¬ 
ence.  The  judicial  and  legislative  branches 
followed  suit.  The  problem  then  became 
the  lack  of  standardization  among  even 
related  sites.  And  when  it  came  to  mining 
the  Web  for  statistics,  journalists  often 
found  it  hard  going. 

Now,  though,  inaugurating  a  second 
generation  of  federal  Web  sites,  the 
Census  Bureau  has  introduced  statistics 
the  way  you  want  them.  A  new  American 
Factfinder  site  makes  locating  relevant 
U.S.  data  much  less  of  a  chore.  It  provides 
a  shortcut  to  profiles  of  selected  commu¬ 
nities  in  terms  of  economics,  housing, 
crime,  and  so  on.  You  also  can  find  maps 
for  specific  geographic  areas  as  well  as 
impiortant  business  indicators. 

To  use  the  Factfinder,  start  by  visiting 
the  site  (http://factfinder.census.gov)  where 
the  introductory  screen  provides  links  to; 


•  Facts  About  My  Community.  Click 
here  to  find  community  profiles  and  data 
on  pre-defmed  geographic  areas.  You 
can  choose  a  specific  geographic  area 
from  a  list  of  names,  search  for  an  area 
by  name  of  a  specific  city  and  county,  or 
click  on  a  map.  The  profiles  cover  hous¬ 
ing,  social  characteristics,  labor  force 
and  employment  statistics,  and  income 
and  poverty  data. 

•  Population  and  Housing  Facts.  This 
links  to  data  from  the  U.S.  Census  and 
from  the  American  Community  Survey 
about  households,  education,  income,  and 
homeownership.  You  can  use  the  “Quick 
Tables”  option  to  see  pre-defmed  lists  of 
frequently  requested  information  for  a  sin¬ 
gle  geographic  area  or  select  “Detailed 
Tables”  to  retrieve  data  for  the  year,  sur¬ 
vey  and  geographic  areas  you  specify. 

•  Maps.  Options  here  include  “Refer¬ 
ence  Maps,”  showing  the  boundaries  and 
features  of  a  designated  area,  and  “Quick 
Thematic  Maps,”  exploring  the  geograph¬ 
ic  patterns  in  selected  statistical  data,  such 
as  population  density,  age  groups,  ethnic 
distribution,  poverty,  education  levels,  and 
housing  characteristics. 

•  Industry  and  Business  Facts.  To  get  at 
the  economic  statistics  available  here, 
select  “Industry  Quick  Reports”  for  indus¬ 
try  summaries  by  state,  “Geographic 
Quick  Reports”  for  all  industries  in  a 
specified  geographic  area  or  the  “Build  a 
Query”  option  to  identify  a  data  set  and  a 
geographic  area  to  focus  on. 

Also  on  the  introductory  page,  you  can 
click  on  the  “Search  FactFinder”  button 
to  go  directly  to  a  data  collection.  You  are 
provided  with  a  data  entry  box  where  you 
may  enter  a  word  or  phrase.  In  the  result¬ 
ing  display,  the  most  relevant  documents 
are  listed  first.  When  you  are  searching 
for  a  geographic  area,  the  results  are  list¬ 
ed  alphabetically.  The  search  engine  is 
not  case  sensitive,  so  capitalization  is 
unimportant. 

Standard  logical  operators  (AND,  OR 
and  NOT)  are  recognized  for  narrowing 
or  broadening  your  search.  Also,  the 
asterisk  (*)  may  be  used  as  a  wild  card, 
so  EMPLOY*  would  find  “employment,” 


“employer,”  “employee,”  “employing,” 
etc.  For  more  help  with  your  search, 
click  on  the  “Quick  Tips”  link  on  the 
search  screen. 

Other  considerations  when  using 
FactFinder  in  your  research  and  writing: 

IThe  site  lets  you  select  information 
from  summary  data  files,  such  as  the 
“1997  Economic  Census  Summary,”  the 
“Census  2000  Dress  Rehearsal  Summary 
Files,”  and  the  “American  Community 
Survey  Summary.”  These  are  derived 
from  data  sets  with  pre-aggregated 
records.  You  can  request  tabulations  on¬ 
line  or  obtain  an  extract  and  use  your  own 
software  to  analyze  it  offline. 

2  ZIP  code  data  is  available  for  the 
1990  census  tables.  You  can  reach  it 
either  using  the  search  option  on  the 
introductory  screen  (enter  the  ZIP  code 
you’re  researching)  or  using  the  browse 
option  to  examine  the  entries  listed  under 
counties  of  the  state  you’re  interested  in. 

3  The  “Census  Bureau  Products”  link 
on  the  introductory  screen  provides 
information  about  products  and  services 
related  to  the  data  on  the  American  Fact¬ 
Finder  site,  including  printed  publica¬ 
tions,  CD-ROMs,  and  maps. 

Web  ads  may  not 
hurt  print  sales 

Publishers  from  around  the  world 
believe  their  Web  sites  will  increase 
revenues  in  the  long  run  without  diminish¬ 
ing  print  advertising  figures.  In  a  survey 
commissioned  by  the  Publicitas  Promotion 
Network  (PPN),  publishers  said  combined 
Web-print  ad  packages  would  boost  rev¬ 
enues.  Publishers  also  doubt  Web  site 
advertising  will  cannibalize  print  adver¬ 
tising.  The  publishers’  strongest  optimism 
centered  around  advertising  in  the  follow¬ 
ing  categories:  financial  services,  97%; 
technology,  81.3%;  travel,  53.1%;  and 
automotive,  50%. 

PPN  is  a  division  of  the  Swiss  compa¬ 
ny  PubliGroupe,  and  is  a  global  sales  net¬ 
work  that  promotes  print  and  online 
advertising  in  23  countries. 
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Welcome  to  the  E&P/CMR  News¬ 
paper  Advertising  Index,  a  new  way 
to  track  advertising  performance  in 
four  important  categories:  national  run  of 
press  (ROP);  preprinted  inserts;  retail  ROP 
and  display  classified.  The  index  is  compiled 
monthly  by  Competitive  Media  Reporting,  a 
leading  supplier  of  competitive  advertising 
information  to  advertising  agencies,  advertis¬ 
ers,  and  the  media.  The  index,  which  will 
appear  in  the  second  issue  of  every  month,  is 
based  on  data  from  35  geographically  dis¬ 
persed  newspapers,  which  account  for  about 
16  million  in  daily  circulation  and  more  than 
20  million  on  Sunday.  A  slightly  smaller  sub¬ 
set,  22  newspapers,  is  used  in  compiling  the 
preprinted  insert  index.  The  newest  feature  is 
the  E&P/CMR  Display  Classified  Index, 
which  is  based  on  the  comparison  of  consis¬ 


tently  measured  full-  and  part-run  display 
classified  advertising  in  25  of  the  largest 
newspapers  in  the  United  States.  The  25 
newspapers  were  selected  based  on  volume  of 
advertising  and  regional  distribution. 

To  insure  consistent  and  equalized  classi¬ 
fied  comparisons  across  newspapers,  regard¬ 
less  of  size  or  scope  of  part-run  zoned  edi¬ 
tions,  CMR  first  calculates  Full  Run 
Equivalent  Inches  by  weighting  or  factoring 
each  measured  ad  against  the  percentage  of 
circulation  to  which  that  ad  was  distributed. 
Thus,  a  full-run  ad,  distributed  to  100%  of  cir¬ 
culation,  would  retain  its  full  measurement.  A 
zoned  ad,  distributed  to  50%  of  a  newspaper’s 
circulation,  would  be  valued  at  50%  of  its 
actual  measurement.  All  thusly  weighted  ads 
are  accumulated  by  classifi^  category  to 
arrive  at  the  Full  Run  Equivalent  Inches  total. 


The  Classified  Advertising  Index  shows 
the  percentage  gain  or  loss  in  Full  Run 
Equivalent  Inches  for  each  of  the  index  cate¬ 
gories,  in  each  comparable  time  period. 

It  should  be  noted  that  agate  classifieds, 
also  known  as  in-column  or  liner  ads,  are  not 
included  in  the  index.  These  indices  of 
monthly  national  advertising  are  just  a  few  of 
the  many  exciting  new  features  coming  from 
the  and  E&P  partnership.  Look  for 
such  features  as  in-depth  examinations  of 
leading  ad  categories,  such  as  auto  dealers, 
consumer  electronics,  and  travel  and  tourism. 

Also  in  the  pipeline  is  a  quarterly  report 
comparing  advertising  in  the  newspaper  seg¬ 
ment  to  advertising  in  TV,  radio,  magazines, 
and  the  Internet.  In  addition,  CMR  and  E&P 
will  team  up  to  present  a  number  ofblock- 
buster  reports  throughout  the  year. 


E&P/CMR  April  Newspaper  Advertising  Index 


NATIONAL  ROP  INDEX 

RETAIL  ROP  INDEX 

National  Categories 

Airline 

YTO 

-13% 

APR  National  Categories 
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YTD 

3% 

APR 

-2% 

National  Categories 
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YTD 

-8% 

APR  National  Categories 

-21%  Discount  Stores 
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3% 
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8% 
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J _ _ _ 
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9% 
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HB 
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Corporate/Otfice/Other 

50% 

85%  Motion  P’iclures 

3% 

0% 

Computer  Stores 

19% 

26%  Jewelry  Stores 

0% 

12% 
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WKtU 
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HBV 
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HH 
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Food  &  Household 


-13%  -30%  Utilities  &  Communications  3%  5% 


TOTAL  ALL  NATIONAL  CATEGORIES  YTD:  7%  APR  1999:  5% 

Au(o  Dealer  Associations  lineage  slipped  in  April  1999  when  compared  to  April  1998.  but  is  still  up  nicely  in  1999  year-to-date 
Factory  Automotive  lineage  remained  strong  during  the  same  periods.  Travel  &  Tourism  and  Hrtels  &  Resorts  have  weakened 
slightly  from  gains  evlier  this  year.  Airlines  continues  to  under-pertorm  relative  to  last  year.  The  largest  volume  ROP  lineage  cat¬ 
egory.  litilities  &  Communications  is  continuing  to  show  modest  year  over  year  gains 


_  JAN  FEB  MAR  APR  MAY  JUN  JIM.  AUG  SEP  OCT  NOV  DEC 

•1998  10000  10S84  122J6  11309  1227S  1Q8S6  9548  10632  10619  12080  13240  113S8 

*1999  11098  113.16  1ia75 


TOTAL  ALL  NATIONAL  CATEGORIES  YTD:  0%  APR  1909:  -2% 

ROP  advertising  lineage  in  the  Department  Stores  and  Appwel  &  Accessory  Stores  categories  slipped  in  April  1999  compared 
with  April  1996.  Lineage  in  Food  ^ores  was  down  in  April  1999as  weii.  but  is  still  up  nicely  year-lo-dale  Growth  in  Computer 
Stores.  Discount  9ores  and  Office  Supply  Stores  has  hetped  offset  the  lineage  losses  in  other  Retail  ROP  categories,  leaving  the 
Retail  Index  relatively  flat  so  tar  this  yearm  compwison  to  last  year. 


PREPRINTED  INSERT  INDEX 


National  Categories  YTO  APR  National  Categories  YTD  APR 

Building  Materials  -6%  -11%  Food  &  Household  (CMO)  7%  7% 


35%  Furniture  &  Accessories  22%  24% 


7%  -24%  Other  Inserts 


TOTAL  ALL  NATIONAL  CATEGORIES  YTD:  5%  APR  1999:  -6% 

April  1999  was  a  soft  month  for  Insert  advertising  inches  Nearly  alt  of  the  year-to-date  losses  in  the  Department  Stores  and 
Discount  Stores  categories  occurred  in  April.  Corrxxiler  ^ores  lost  half  their  year-to  date  volume  in  April,  following  significant 
losses  in  March.  Sporting  Goods  Stores  lost  more  Insed  advertising  inches  in  Apri  than  this  category  gained  so  far  this  year. 
Consumer  Electronics.  Furniture  &  Accessories  and  Office  Supply  Stores  continued  their  strong  year-io-daie  insert  activity. 
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DISPLAY  CLASSIFIED  INDEX 


National  Categories  YTO  APR  National  Categories  YTD  APR 

Automotive  3%  9%  Real  Estate  13%  16% 


Other  Display  Classified  5%  -1% 

TOTAL  ALL  NATIONAL  CATEGORIES  YTD:  1%  APR  1999:  5% 

Automotive  performed  strongly  this  month  The  Automotive  lineage  gams  in  April  1999  represented  70%  of  the  year-to-date  vol¬ 
ume  gams  for  this  category  Rui  Estate  continued  its  consistently  strong  performance,  advancing  to  year-to  dale  lineage  gains 
compared  with  last  year.  Recruitment  experienced  another  soft  month,  with  lineage  volume  losses  that  were  nearly  equal  to  the 
gains  in  Real  Estate  lineage 
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Old  enemies,  new  friends  advise 
advertisers:  ‘Say  It  In  Print’ 


by  Joe  Strupp 

America’s  newspapers  and  the  U.S. 
Postal  Service  —  longtime  enemies 
in  the  battle  for  advertising  dollars 
—  have  teamed  up  to  promote  the  positive 
aspects  of  print  advertising  in  both  newspa¬ 
per  pages  and  direct-mail  pieces. 

Organizers  of  the  June  2  campaign, 
launced  at  the  National  Press  Club  in 
Washington,  D.C.,  say  they  want  to  remind 
advertisers  that  print  ads  in  mailboxes  or 
newspapers  are  still  the  best  way  to  reach 
interested,  educated  customers  at  a  time 
when  competition  from  TV,  radio,  and  the 
Internet  is  ever-increasing. 

“It  is  all  too  easy  to  become  blinded  by 
the  perception  that  the  Internet  is  displacing 
newspapers,  which  is  not  the  case,”  says 
Kenneth  Allen,  executive  vice  president  and 
chief  executive  officer  of  the  National 
Newspaper  Association  (NNA).  “News¬ 
papers  are  still  the  most  effective  way  to 
reach  people.” 

NNA  is  joining  with  the  U.S.  Postal 
Service  and  the  American  Forest  &  Paper 
Association  to  create  the  “Say  It  In  Print” 
campaign,  which  will  target  advertisers 
through  newspaper  ads  and  direct-mail 
pieces  during  the  next  three  to  four  months. 

Specifically,  the  campaign  will  send 
copies  of  four  print  ads  that  promote  print 
advertising  to  9,000  local  newspapers,  ask¬ 
ing  each  newspaper  to  run  the  ads  as  part  of 
the  campaign.  Newspapers  also  may  down¬ 
load  the  ads  from  the  NNA  Web  site  at 
www.nna.org. 

The  ads,  created  by  the  New  York-based 
Young  &  Rubicam,  stress  the  simplicity,  tra¬ 
dition,  and  direct  approach  of  print  ads.  One 
of  the  ads  that  pokes  fun  at  TV  states,  “Why 
.settle  for  Just  a  picture  when  you  can  have 
1000  words  as  well?”  Another  says  simply, 
“For  the  pen  to  be  mightier  than  the  sword, 
it  must  have  paper.” 

In  addition,  30,000  copies  of  a  direct- 
mail  letter  are  being  sent  to  key  advertising 
executives,  marketing  consultants,  and  pub¬ 
lishers.  The  letters  present  the  positive 
attributes  of  print  advertising  over  broadcast 
and  electronic  marketing. 

“Words  on  paper  have  always  had  more 
power,  and  that  will  continue  in  the  future,” 


says  Norm  Scherstrom,  a 
Postal  Service  spokesman. 
“Print  moves  you  with  reason 
more  than  broadcast.  People 
look  more  closely  at  the  print¬ 
ed  word  and  trust  it  more.” 

The  elements  of  newspaper 
and  direct-mail  advertising  that 
are  being  promoted  through 
the  new  campaign  include 
NNA  statistics  that  say: 

•  64%  of  local  newspaper 
readers  depend  on  their  local 
paper  as  their  primary  news 


community,”  says  Lockwood 
Phillips,  NNA  president.  “The 
ability  to  read  professionally 
edited  information  when  and 
where  it  is  convenient  is  one 
of  the  truly  outstanding  fea¬ 
tures  of  the  nation’s  commu¬ 
nity  newspapers.” 

NNA  and  Postal  Service 
officials  say  the  campaign  is 
not  a  reaction  to  worries  about 
lost  advertising,  but  instead  is 
a  reminder  to  ad  agencies  not 
to  overlook  the  oldest  ad  vehi¬ 


source. 

•  52%  of  local  newspaper  subscribers  hold 
on  to  newspapers  for  a  week  or  more. 

•  83%  of  local  newspaper  subscribers  read 
most  of  the  material  in  each  issue. 

•  43%  of  local  newspaper  readers  have 
incomes  of  $35,000  a  year  or  higher. 

•  79%  of  local  newspaper  readers  own 
their  own  homes. 

•  52%  of  local  newspaper  readers  have 
attended  college. 

“Putting  it  in  print  guarantees  putting  it  in 


cle  available.  The  new  partners  also  admit  that 
they  have  been  on  opposite  sides  of  the  ad  bat¬ 
tle  for  years,  but  now  realize  that  they  can  do 
some  positive  work  together. 

“We’re  finding  lots  of  companies  that 
want  to  combine  mail  and  newspapers  in 
advertising  because  one  sets  up  the  other,” 
says  Scherstrom.  “We’re  able  to  look  at 
each  other  as  partners.” 

NNA’s  Allen  agrees.  “An  ongoing  paitner- 
ship  with  the  Postal  Service  guarantees  our 
members  that  their  publications  will  quickly 


front  of  important  decision-makers  in  the  reach  their  subscribers,”  he  says. 


100%  quality  guarantee 

Many  new  models  and 
accessories 

Competitive  pricing 
Discounted  transport  rates 

Large  inventory,  same  day 
shipping 

Custom  designs  welcome 
Innovative  signage  at 

affordable  prices  MODEL  #C1645NB 

Volume  discounts  64”H  x  17”W  x  15  1/2"D 
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Column  survey:  Peers  prefer 
the  prose  of  Maureen  Dowd 


Other  writers  finishing 
high  in  E&P  poll  include 
Dave  Barry,  Molly  Ivins, 
and  Leonard  Pitts 

by  David  Astor 

Pulitzer  Prize  winner  Maureen  Dowd 
has  received  another  1999  honor: 
She’s  the  favorite  columnist  among 
columnists  polled  by  E&P. 

Dowd,  who  won  the  Pulitzer  in  April, 
was  closely  followed  by  Dave  Barry  in 
popularity. 

A  total  of  50  columnists  were  asked,  via 
e-mail,  to  name  their  three  favorite  colum¬ 
nists  in  rank  order.  Twenty-two  responded. 
First  picks  were  assigned  5  points;  second 
picks,  3  points;  and  third  picks,  1  point. 

The  top  finishers  are: 

1.  Maureen  Dowd,  The  New  York  Times 
and  New  York  Times  News  Service 
(NYTNS),  16  points.  She  was  named  by 
six  survey  respondents. 

2.  Dave  Barry,  The  Miami  Herald  and 
Tribune  Media  Services  (TMS),  14 
points. 

3.  (Tie)  Molly  Ivins,  Fort  Worth  (Texas) 
Star-Telegram  and  Creators  Syndicate,  1 1 
points. 

3.  (Tie)  Leonard  Pitts,  The  Miami  Herald 
and  TMS,  1 1  points. 

5.  Jimmy  Breslin,  Long  Island,  N.Y., 
Newsday,  10  points. 

6.  (Tie)  Thomas  Friedman,  The  New  York 
Times  and  NYTNS,  8  points. 

6.  (Tie)  William  Safire,  The  New  York 
Times  and  NYTNS,  8  points. 

One  of  the  voters,  Portland  Oregonian 
columnist  Jonathan  Nicholas,  says  of  the 
winner:  “Sure,  now  it’s  fashionable.  But 
I’ve  loved  Maureen  Dowd  from  the  start. 
Forget  reporting.  That  stuff  is  for  the  pro¬ 
fessionals  in  the  newsroom.  Dowd’s  out¬ 
put  is  exactly  what  a  column  should  be: 
all  attitude.  With  a  dash  of  venom  and  a 
side  of  salt.  She  writes  to  you  the  way 
your  best  friend  talks  to  you  ...  if  you’re 
lucky  enough  to  have  a  best  friend  who  is 
smart,  nosy,  and  always  gets  her  calls 


returned  the  same  day.” 

Dowd  could  not  be  reached  for  com¬ 
ment  about  her  survey  victory. 

Why  did  humorist  Barry  also 
do  well?  “I  think  you  just  devel¬ 
op  a  special  relationship  with  a 
writer  who  leaves  you  rolling  on 
the  ground  with  laughter-related 
muscle  spasms,”  says  TMS  trav¬ 
el  columnist  Doug  Lansky. 

Ivins?  “Nobody  can  skewer 
the  self-serving  conservative 
right  better  than  Miss  Molly, 
whose  weapon  is  always  Texas- 
size  humor  and  a  whole  ton  of 
irrefutable  facts,”  says  columnist  Roberta 
de  Boer  of  The  Blade  in  Toledo,  Ohio. 

Pitts?  “Leonard  is  warm  and  compas¬ 
sionate,  but  no  sap  when  things  are 
unfair,”  says  Tallahassee  (Fla.)  Democrat 
editorial  page  editor  and  columnist  Mary 
Ann  Lindley. 

Breslin?  “He’s  the  master.  He  has  taught 
us  all  how  to  tell  great  stories  using  literary 
techniques,”  says  Star-Telegram  columnist 
Dave  Lieber. 

The  22  voters  named  nearly  50  colum¬ 


nists  in  their  rankings,  partly  because  they 
were  not  limited  to  picking  writers  with 
major  syndicates.  They  could  also  include 
self-syndicated  and  local 
columnists  in  their  top  threes. 

Among  the  columnists  not 
well  known  nationally  but 
receiving  one  first-place  vote 
each  were  C.W.  Gusewelle  of 
The  Kansas  City  (Mo.)  Star, 
Leon  Hale  of  the  Houston 
Chronicle,  and  Russell  Mokhiber 
and  Robert  Weissman,  who  do  a 
feature  about  corporate  power 
that  appears  in  publications  such 
as  Liberal  Opinion  Week. 

In  Canada,  National  Post  crime  colum¬ 
nist  Christie  Blatchford  was  cited. 

Among  the  major  U.S.  syndicated 
columnists  receiving  one  first-place  vote 
were  David  Broder  of  The  Washington 
Post  and  Washington  Post  Writers  Group; 
Bob  Greene  of  the  Chicago  Tribune  and 
TMS;  Bob  Herbert  of  The  New  York  Times 
and  NYTNS;  Carl  Hiaasen  of  The  Miami 
Herald  and  TMS;  and  Judith  “Miss 
Manners”  Martin  of  United  Media. 


Maureen  Dowd 


Controversial  ex-Clinton 
strategist  writing  column 


by  David  Astor 

Dick  Morris,  who  resigned  as 
President  Clinton’s  political  con¬ 
sultant  in  1996  after  reports  that 
he  had  a  relationship  with  a  prostitute, 
will  write  a  weekly  column  for  United 
Media  starting  June  7. 

Morris  —  also  a  commentator  for  Fox 
Television  News  —  began  his  column  last 
year  in  the  New  York  Post.  The  feature, 
among  other  things,  offers  a  realistic  look 
at  what  it  takes  to  get  elected  in  the 
United  States. 

Morris  is  credited  with  engineering 
Clinton’s  comeback  in  the  ’96  campaign. 
He  has  also  served  as  an  adviser  to  sever¬ 


al  Republican  politicians,  including 
Senate  Majority  Leader  Trent  Lott  of 
Mississippi. 

“1  can  offer  insight  into  the  political 
process  without  a  partisan  or  ideological 
bias,”  Morris  tells  E&P.  He  adds  that  Post 
reader  reaction,  TV  ratings,  and  his  book 
sales  indicate  “people  are  interested  in 
what  I  have  to  say.” 

But  did  United  have  second  thoughts 
about  signing  someone  whose  actions  — 
which  allegedly  included  allowing  the 
prostitute  to  listen  in  on  phone  calls  with 
Clinton  —  stirred  a  media  frenzy  three 
years  ago? 

“There  was  some  discussion  about  it,” 
replies  United  senior  vice  president/gen- 
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Comic  fans  angered  by 
Globe  ombudsman  piece 


eral  manager  Sid  Goldberg.  “But  he’s  an 
excellent  writer  and  absolutely  brilliant  in 
the  way  he  analyzes  political  situations 
based  on  firsthand  knowledge  of  the  play¬ 
ers.  We  thought  this  would  overrule  any 
feelings  editors  had.” 

Has  it?  Goldberg  acknowledges  that 
initial  sales  are  slow.  “A  few  editors  have 
refused  to  even  look  at  the  column,  which, 
in  a  profession  that’s  supposed  to  be  open- 
minded,  is  disappointing  to  me,”  he  says. 
“I  have  no  bone  to  pick  with  editors  who 
turn  down  a  column  on  its  merits  or  for 
lack  of  space.” 

Goldberg  adds  that  Morris’  1996 
actions  were  “wrong.  But  he  has  apolo¬ 
gized  and  made  a  tremendous  effort  to 
remake  his  life.” 

Morris  says,  “I’ve  never  lied  about 
what  I  did.  I’ve  admitted  it  was  wrong. 
I’ve  spent  almost  full  time  the  last  three 
years  trying  to  grow  and  change  and 
reform.  I  hope  editors  will  embrace  the 
idea  of  forgiveness  rather  than  the  idea  of 
ongoing  punishment.” 

He  and  Goldberg  note  that  there  are 
other  columnists  and  newspaper  people 
who  have  also  made  mistakes  in  their  per¬ 
sonal  lives. 

Goldberg  says  that,  like  any  feature, 
Morris’  column  would  eventually  be 
dropped  if  it  doesn’t  get  enough  sub¬ 
scribers.  But  he  adds  that  United  is  trying 
as  hard  as  it  can  to  make  it  a  success. 

Newspaper  Features  Council  president 
Jane  Amari  says  she  can’t  comment  on 
the  content  of  a  column  she  hasn’t  seen. 
“But  should  someone  who  lost  his  job 
because  he  went  to  a  prostitute  be  allowed 
to  write  a  column?  The  answer  is  yes. 
That’s  his  private  life,”  adds  Amari,  exec¬ 
utive  editor  of  The  News  Journal  in 
Wilmington,  Del. 

National  Society  of  Newspaper 
Columnists  president  Regina  Brett  says 
syndication  for  Morris  “sounds  like  a  bad 
idea  to  me,  but  I  have  yet  to  read  his 
columns.  Can  he  write?  Does  he  have 
something  to  say?  Is  it  something  best 
expressed  in  a  column  format?” 

Brett,  who  writes  for  the  Akron  Beacon 
Journal,  adds,  “Personally,  I’ve  had 
enough  celebrity  journalism.  Newsrooms 
across  the  country  are  full  of  great  writers 
who  would  love  to  have  a  chance  at  writ¬ 
ing  a  column.  I’d  hate  to  think  that  being 
a  celebrity  —  especially  becoming  one 
for  having  mixed  prostitutes  and  politics 
—  sends  one  to  the  front  of  the  line  for 
syndication.” 


by  David  Astor 

An  anti-comics  column  by  The 
Boston  Globe  ombudsman  Jack 
Thomas  drew  hundreds  of  angry 
responses. 

The  Globe  received  over  300  e-mail 
messages,  letters,  and  calls  in  four  days  — 
with  more  than  90%  criticizing  Thomas’ 
piece.  Some  of  the  critics  were  cartoon¬ 
ists,  but  most  were  readers. 

“One  10-year-old  demanded  my  resig¬ 
nation,”  reports  Thomas,  who  notes  that 
he  expected  reaction  to  the  column  but 
“underestimated”  how  strong  it  would  be. 

“As  much  as  I  love  newspapers,  I  hate 
the  comics,”  Thomas  stated  in  the  piece, 
which  was  written  after  many  readers 
complained  about  changes  in  the  Globe 
comics  section.  “Pluggers,”  “That’s  Life,” 
and  “The  Boondocks,”  were  added,  while 
“Over  the  Hedge,”  “Kudzu,”  and  “Stone 
Soup”  were  dropped. 

Thomas,  60,  noted  in  the  column  that 
the  response  to  the  changes  was  “imme¬ 
diate,  voluminous,  angry,  and  much  of  it 
surprisingly  childish  and  vastly  out  of 
proportion  to  what  amounts  to  no  more 
than  a  speck  of  dust  in  the  galaxy  of 
life.”  He  wrote  that  he’d  rather  hear  from 
readers  about  more  serious  issues,  such 
as  coverage  of  Kosovo  and  crime. 

Thomas  also  wrote  that  many  comics 
contain  “recycled  vaudeville  gags  that 
were  not  funny  the  first  time  around.  The 
comics  do  not  make  me  laugh.  They  do 
not  make  me  smile.  And  they  do  not  make 
me  think.  What  they  do  is  make  me  wince 
and  hope  to  God  I’m  never  introduced  to 
the  Boston  University  student  who  wrote 
to  me  last  year  to  say  that  he  was  unable 
to  begin  his  day  without  an  update  on  the 
fortunes  of  Spider-Man.” 

Reader  reaction  was  swift.  One  letter 
stated:  “The  comics  are  important  because 
they  put  the  rest  of  the  newspaper  (and 
life)  in  perspective.  Humor,  satire,  and 
drama  are  very  effective  in  doing  this.” 

Thomas  was  also  criticized  by  a  num¬ 
ber  of  comic  creators  e-mailing  messages 
to  the  National  Cartoonists  Society’s  bul¬ 
letin  board.  And  NCS  president  Daryl 
Cagle  tells  E&P:  “[Thomas]  loves  letters 


about  topics  he  values.  He  is  annoyed  by 
reader  letters  that  don’t  interest  him.  ... 
With  arrogant,  unresponsive  editors  like 
this,  it  is  no  wonder  why  new  media  is  eat¬ 
ing  away  at  newspaper  readership.” 

United  Media  senior  vice  president/ 
general  manager  Sid  Goldberg  says  he 
disagrees  with  the  Globe  column,  while 
noting  that  Thomas  would  have  had  every 
right  to  write  it  if  he  wasn’t  an  ombuds¬ 
man.  “He’s  supposed  to  represent  readers, 
and  the  comics  pages  are  enormously  pop¬ 
ular  among  readers,”  comments  Goldberg, 
who  defends  the  quality  of  many  comics. 
“Newspapers  have  lots  of  problems. 
Here’s  something  that’s  working  for  them. 
Why  knock  it  down?” 

Globe  columnist  Diane  White  also 
defended  the  funnies  in  a  piece  appearing 
three  days  after  the  ombudsman  had  his 
say.  “I’m  one  of  those  ‘childish’  people 
[Thomas]  complained  about  in  his  col¬ 
umn,  a  reader  who  is  devoted  to  the 
comics,  who  more  often  than  not  turns  to 
the  comics  first,”  she  wrote.  “Some  may 
consider  this  a  character  flaw,  but  I  don’t 
think  it  makes  me  any  more  intellectually 
depraved  than  readers  who  turn  first  to 
sports,  or  Ann  Landers  ...  or  the  horo¬ 
scope,  or  even  the  op-ed  page.  Most  of  us 
go  on  to  read  the  rest  of  the  newspaper.” 

She  adds  that  comics  can  be  “very 
sophisticated,”  help  people  stay  in  touch 
with  “social  currents  and  attitudes,”  and 
attract  younger  readers. 

Thomas  says  his  piece  was  somewhat 
exaggerated,  noting:  “I  certainly  don’t 
believe  that  everyone  who  reads  the 
comics  is  a  fool.” 


ExSfP  BRIEFS 


‘Kirby’  artist  dies 

John  Prentice,  who  did  the  “Rip  Kirby” 
comic  for  over  40  years,  has  died  of  lung 
cancer  at  the  age  of  78. 

The  Connecticut  resident  inherited  the 
King  Features  adventure  strip  after  its  cre¬ 
ator,  Alex  Raymond,  died  in  1956. 

King  says  the  53-year-old  comic  starring 
a  private  detective  will  be  discontinued.  It 
has  been  running  in  less  than  50  papers 
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Data-mining  tool  uncovers 
converts  —  and  Pulitzers 


SAS  software  moves 
from  business  suites 
to  newsrooms  as 
investigative  reporters 
tap  into  its  vein  of  power 

by  Mark  Fitzgerald 

hen  the  The  Miami  Herald  won 
this  year’s  Pulitzer  Prize  for 
investigative  reporting 
that  found  voting  fraud  so  massive 
that  the  city’s  mayoral  election 
was  overturned,  23  reporters,  edi¬ 
tors,  and  researchers  shared  in  the 
applause  and  champagne. 

The  24th  contributor  could  not 
raise  a  glass  or  hear  a  toast,  but 
the  winning  series,  “Dirty  Votes: 

The  Race  for  Miami  Mayor,” 
might  not  have  been  possible 
without  the  SAS  suite  of  so-called 
data-mining  software,  says  the 
Herald's  research/technology  edi¬ 
tor,  Dan  Keating. 

“As  journalists,  we  get  informa¬ 
tion  all  the  time  in  some  humble- 
Jumble  format,  and  we  have  to 
recreate  and  analyze  that  informa¬ 
tion,”  Keating  says.  “Basically 
what  SAS  allows  you  to  do  — 
through  its  programming  language 
and  its  power  and  flexibility  —  is  to  take 
statistics  from  many  databases  and  many 
fields  and  put  them  together  in  a  meaning¬ 
ful  way.  When  you  combine  that  with  pri¬ 
mary,  shoe-leather  reporting,  you  can  do 
these  investigations.” 

The  Herald's  Pulitzer  is  raising  the  pro¬ 
file  of  the  Journalistic  potential  of  SAS  — 
software  that  until  now  has  been  far  more 
at  home  in  newspaper  business  offices 
than  newsrooms.  A  small  coterie  of  inves¬ 
tigative  journalists  is  urging  more  editori¬ 
al  staffs  to  harness  the  ability  of  SAS  to 
bring  meaning  to  vast  amounts  of  data. 

“I’m  now  sort  of  a  big  proselytizer  for 
SAS,”  says  Steve  Doig,  a  former  Miami 
Herald  journalist  who  began  using  SAS 
10  years  ago  when  the  software  resided  on 


the  paper’s  big  IBM  mainframe.  “In  fact. 
I’ve  got  a  thing  I  make  clear  upfront,  that 
I’m  not  a  consultant  for  SAS  or  getting 
anything  from  them.” 

SAS,  says  Doig,  now  the  Knight  Chair  in 
Journalism  at  Arizona  State  University,  has 
“the  matching  tools,  the  logic  tools,  statisti¬ 
cal  tools  —  all  the  kinds  of  thing  you  need 
to  get  around  big  amounts  of  information.” 

Another  fan  is  The  Charlotte  (N.C.) 
Observer's  database  editor,  Ted  Mellnik. 
“I  use  it  every  day  for  just  about  every¬ 


thing,”  Mellnik  says.  “When  you’ve  got 
data  and  you  want  to  explore,  analyze  and 
report  on  it,  SAS  with  its  power  and  flex¬ 
ibility  is  the  best  statistical  tool  that  I  have 
ever  seen.” 

The  integrated  software  suite  marketed 
by  Cary,  N.C.-based  SAS  Institute  Inc.  is 
sometimes  genetically  known  as  data- 
mining  software.  The  idea  is  to  go  beyond 
the  row-and-column  displays  and  reports 
offered  by  such  spreadsheet  programs  as 
Microsoft  Excel,  and  permit  users  to  more 
easily  manipulate  and  make  sense  of  the 
seas  of  information  stored  in  big  databas¬ 
es.  Another  data-mining  software  maker, 
Chicago-based  SPSS  Inc.,  has  made 
somewhat  smaller  inroads  in  the  newspa¬ 
per  industry  with  its  less  expensive  desk¬ 


top  packages. 

SAS  runs  on  all  popular  platforms  from 
mainframes  to  personal  computers, 
including  operating  systems  such  as 
Macintosh,  OS/2,  Windows  95,  and 
Windows  NT.  More  than  two-thirds  of  its 
installed  base  of  33,000  customer  sites  in 
1 15  countries  serve  business  users,  with 
universities  accounting  for  another  1 8%. 

The  user  base  with  the  greatest  poten¬ 
tial  to  drive  the  growth  of  SAS  in  news¬ 
rooms,  however,  is  the  16%  of  user  sites  at 
government  agencies.  “Certainly, 
the  government  has  really  bought 
into  SAS,”  says  Neill  Borowski, 
the  director  of  computer-assisted 
reporting/analysis  for  The  Phila¬ 
delphia  Inquirer.  Though 
Borowski  himself  uses  SPSS  soft¬ 
ware  more  heavily,  he  recently 
convinced  his  paper  to  increase  its 
SAS  licenses  in  preparation  for 
analyzing  data  to  come  from  the 
2000  U.S.  census. 

Similarly,  The  Charlotte 
Observer  just  ordered  a  site 
license  and  expects  to  have  two  or 
three  more  journalists  using  the 
software  by  the  time  of  the  census. 

“SAS  really  is  pretty  much  the 
native  language  of  the  census 
program,”  says  the  Miami 
Herald's  Keating.  “With  just  a 
few  lines  of  code,  you  can  get 
information  you  couldn’t  get  with  any 
other  software.” 

So  far,  the  biggest  selling  points  for  SAS 
in  the  newspaper  industry  are  the  ways  indi¬ 
vidual  papiers  have  used  it  in  dramatic  inves¬ 
tigative  projects.  Among  the  examples: 

•  To  document  the  Miami  voter  fraud, 
Keating  used  SAS  to  merge  and  match 
information  from  several  very  different 
databases:  the  names  and  addresses  of 
voters;  housing  information  about  the 
number  of  bedrooms  at  an  address;  city 
personnel  records;  and  felony  convictions 
to  uncover  ineligible  voters. 

“You  take  voters  per  home  and  merge 
that  with  housing  information,  and  you 
find  that  in  a  two-bedroom  house,  you  had 
five,  six,  seven,  eight,  nine  voters  in  a 


By  dynamically  linking  graphs  and  analyses,  SAS  software 
can  aid  in  finding  patterns  in  data. 
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home.  You  send  a  reporter  out  to  a  home  “We’re  always  trying  to  do  analytical  rooms,  its  proponents  say.  “Newspapers 

and  ask  how  many  voters  are  in  the  house,  things  with  data  that  was  gathered  for  are  intimidated  by  the  pricing,”  the  Miami 

most  people  will  just  tell  you.  If  you  ask  at  purely  bureaucratic  reasons,”  he  says.  In  a  Herald's  Keating  says.  “In  a  lot  of  indus- 

a  house  where  there’s  voter  fraud,  they  series  on  criminal  justice  several  years  tries,  companies  expect  software  to  cost  as 

just  go,  ‘Uh,  uh,  uh,’  —  and  you  know  ago,  the  Herald  took  raw  data  from  the  much  as  salaries.  But  the  newsgathering 

you’ve  found  something,”  Keating  says.  records  of  several  Dade  County  law-  side  of  the  industry  hasn’t  gotten  used  to 

•  To  see  just  what  would  be  the  effect  of  enforcement  authorities  to  show  how  a  that.  They  do  it  on  the  production  side  — 

ending  busing  to  promote  school  desegre-  core  group  of  criminals  enter  a  revolving  they  spend  the  money  on  that.” 

gation,  the  Charlotte  Observer  created  a  door  of  arrest,  conviction,  and  rearrest.  “1  would  love  to  see  SAS  treat  newspa- 

model  school  system  in  which  kids  went  “1  honestly  don’t  know  how  I  would  have  pers  the  way  they  treat  educational  institu- 

to  their  nearest  school.  done  it  without  using  SAS,”  Doig  says.  “It  tions,”  says  Doig.  At  Arizona  State,  he 

It  was  a  massive  undertaking:  The  can  take  data  from  a  count-based  database  says,  his  journalism  students  pay  $100  a 

paper  gathered  information  on  the  race,  and  turn  it  into  a  person-based  databa.se.”  year  for  the  u.se  of  all  SAS  modules.  “It’s 

ethnicity,  gender,  grade  level,  and  school  Its  boosters  say  SAS  is  never  flum-  a  giveaway  price,”  he  says. 

—  though  not  the  names  or  addresses  —  moxed,  no  matter  how  complicated  the  When  Doig  pioneered  SAS  as  an  inves- 
of  94,000  students.  This  was  merged  goal  of  a  newspaper’s  data-mining  —  or  tigative  journalism  tool  at  the  Miami 

with  geographic  mapping  of  student  how  dirty  the  databa.se  it  must  dig  into.  Herald,  he  started  on  the  high-buck  side 

home  addresses  provided  by  the  school  “Journalists  get  different  levels  of  of  the  .software. 

system.  The  paper  then  added  four  more  information  that  is  all  mixed  up,  yet  1  have  “In  1989,  our  investigative  team  was 

categories  of  information  to  each  coded  never  gotten  a  raw  file  that  SAS  could  not  looking  at  money-laundering  in  the 

student,  including  straight-line  distance  read,”  says  the  Ohsen’er's  Mellnik.  Miami  area.  We  had  the  idea  that  if  we 

from  home  to  school  attended;  distance  Part  of  the  reason  is  that,  from  a  jour-  collected  property  tax  records  and 

to  nearest  school;  and  census  block  nalist’s  viewpoint,  SAS  software  amounts  matched  them  against  automobile  records 

information.  to  overkill,  its  users  say.  and  the  kinds  of  cars  bought  —  BMWs, 

“We  had  to  create  a  model  school  pop-  Former  Miami  Herald  journalist  Doig  Jaguars  —  that  we  might  find  evidence  of 

ulation,  and  then  do  the  statistics:  the  calls  SAS  “software  you  never  outgrow.”  the  extent  of  laundering.  I  realized  1 

ranges,  the  standard  deviations.  SAS  has  “I’m  pretty  good  at  SAS,  but  I  use  would  have  to  be  dealing  with  a  lot  of 
all  those  features  built  in.  Once  you  get  maybe  20%  of  its  capabilities,”  Doig  says,  magnetic  tape,”  Doig  says, 

the  statistics,  then  you  can  begin  to  ana-  “Halfof  its  capabilities,  1  don’t  even  under-  The  Herald's  business  side  offered  its 

lyze,”  says  database  editor  Mellnik.  The  stand  what  they  can  do.  1  can’t  even  pro-  mainframe  as  help  in  reading  the  nine-track 

five-part  series,  “Designing  Desegregation,”  nounce  some  of  the  statistical  functions.”  tapes.  As  it  happened,  the  departmental 

by  Mellnik  and  reporter  Debbie  Cenziper,  SAS  does  have  limitations  for  news-  liaison  assigned  to  Doig  was  a  fan  of  SAS, 

surprised  many  readers  when  it  ran  in  rooms,  though.  SAS  is  not  the  point-and-  “It  could  have  been  anything,”  Doig 

January  with  its  discovery  that  black  stu-  click  software  that  journalists  are  most  says  now.  SAS  over  the  long  haul  proved 

dents  traveled  longer  distances  than  whites  comfortable  with.  SAS  demands  a  certain  more  rewarding  to  the  newsroom  than  the 

and  that  nearly  twice  as  many  whites  as  level  of  programming  knowledge.  business  side,  which  in  the  early  ’90s 

blacks  already  attend  their  neighborhood  “There’s  a  trade-off,  like  a  lot  of  things  began  to  phase  out  the  software.  “It  sort  of 

schools.  (The  series  is  available  online  at  in  computers,”  Mellnik  says.  “There’s  turned  out  1  was  the  only  person  in  the 

http://www.charlotte.com/observer/spe-  more  options  and  power  and  flexibility,  building  using  SAS  on  a  mainframe  —  at 

cial/deseg/indexjan.htm.)  but  you  have  to  know  some  code.  If  you’re  a  cost,  probably,  of  my  annual  .salary,” 

•  SAS  was  key  to  another  Miami  Herald  willing  to  learn  a  little  programming,  Doig  says  with  a  laugh.  “And  so  we  decid- 

Pulitzer  Prize,  won  in  1993  for  an  expose  though,  the  payoff  is  huge.”  ed  . . .  SAS  should  go  on  the  PC.” 

that  demonstrated  how  lax  building  codes  A  bigger  stumbling  block  for  many  There  was  no  loss  of  analytical  muscle  in 

contributed  to  the  devastation  of  Hurricane  papers  is  price.  “SAS  is  not  a  shrink-wrap  the  transition  from  big  iron  to  desktop,  says 

Andrew.  Steve  Doig,  then  with  the  Herald,  product  that  you  buy  at  an  Egghead  the  Herald's  Keating,  “The  kernel  stays  the 

sifted  housing  records  from  agencies  in  Software,”  says  Rich  Rovner,  SAS  analyt-  same,  no  matter  what  the  platform.” 

virtually  all  of  southern  Florida  to  show  ic  solutions  marketing  manager.  That  integration  on  a  deep  level  is  what 

that  the  newer  the  home,  the  worse  it  was  “Businesses  license  it  annually,  and  annu-  attracts  investigative  data-crunchers  to 

damaged  by  the  hurricane.  ally  get  all  the  updates  and  support.”  SAS,  says  the  Observer's  Mellnik. 

“SAS  made  it  possible  to  take  millions  For  the  type  of  package  journalists  would  “Point-and-click  is  great  for  when  you 

of  inspection  records  and  make  sense  of  use,  Rovner  says,  the  first-year  license  have  two  or  three  databases  you’re  work- 

them.”  Doig  says.  would  cost  about  $4,(XX)  to  $5,(XX),  with  ing  with,”  he  says.  “You  can  go  back  and 

•  In  1998,  the  Herald  was  a  Pulitzer  final-  annual  renewals  about  half  that  amount.  forth  between  packages  and  get  results, 

ist  in  1998  for  “Collars  for  Dollars,”  a  “When  customers  first  hear  of  it.  But  if  you  want  to  change  your  approach 

series  that  used  SAS  to  sift  more  than  a  they’re  not  attracted,  but  once  they  see  to  the  problem,  you  have  to  go  through 

dozen  government  databases  —  and  came  what  comes  with  a  license  —  all  the  every  step  again  between  the  packages, 

up  with  convincing  proof  that  scores  of  updates,  the  free  tech  support  —  it  With  SAS,  you  can  change  your  method- 

Miami  police  officers  were  making  arrests  becomes  an  extremely  powerful  selling  ology  without  retracing  your  steps. 

to  inflate  their  overtime  pay.  tool,”  says  Rovner,  who  says  internal  sur-  “If  you  can  stomach  a  little  program- 

SAS  analytical  tools  allow  reporters  to  veys  show  customer  retention  is  99%.  ming  —  and  the  learning  curve  is  pretty 

put  a  human  face  on  numbers,  Doig  says.  SAS  is  still  proving  a  hard  .sell  in  news-  steep  —  1  think  there  is  a  payoff.”  H 
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Redesign  keys  on  Web  synergy 


by  Joe  Strupp 

Readers  of  The  Journal  of  Commerce 
may  have  gotten  a  bit  of  a  shock 
when  they  picked  up  the  newspaper’s  June 
1  edition,  which  offered  a  dramatic 
redesign  combining  a  new,  modem  flag 
with  a  switch  from  traditional  broadsheet 
layout  to  a  tighter,  tabloid  format. 

Willy  Morgan,  publisher  and  executive 
vice  president  of  the  daily  trade  publica¬ 
tion  owned  by  The  Economist  Group, 
says  the  new  design  will  have  four  fewer 
pages  and  focus  more  on  analysis  and 
trend  stories;  much  of  the  daily  data  and 
news  will  be  shifted  to  the  newspaper’s 


Web  site,  www.joc.com. 

“We  did  great  customer  research  asking 
our  readers  and  prospective  readers  what 
they  wanted  to  have.  They  said  they  want¬ 
ed  a  lot  more  analysis  and  case  histories 
on  actionable  business  information,”  says 
Morgan.  “Bringing  more  analysis  into  sto¬ 
ries  and  asking  ‘why  is  something  done?’ 
The  breaking  news  will  be  written  but 
with  more  analysis.” 

The  facelift  of  the  172-year-old  publica¬ 
tion  occurred  with  help  from  Roger  Black 
Consulting  of  New  York,  which  whipped 
together  the  new  look  in  less  than  three 
months,  according  to  David  Matt,  Roger 
Black’s  vice  president,  publication  design. 


“It  was  a  huge  change,”  Matt  says  of 
the  tabloid  style  and  modem  flag.  “The 
previous  newspaper  was  a  big  gray,  and 
with  this  change,  it  is  a  little  punchier  and 
easier  to  consume.”  Morgan,  former  North 
American  publisher  of  The  Economist  and 
an  1 8-year  Economist  Group  veteran,  says 
the  change  was  done  to  make  a  statement. 

“The  broadsheet  is  a  daily  rejxjrting  for¬ 
mat,  which  we  will  still  be  doing.  But  a  lot 
of  daily  reporting  will  be  on  our  Web  site, 
which  subscribers  will  get  access  to  for 
free.”  Morgan  says.  "The  business  is 
becoming  more  electronic.  About  75%  to 
80%  of  our  readers  are  on  the  Web.  ...  so  it 
makes  sense  to  draw  on  that.”  Hi 


MASTHEAD:  Moved  from 
top.  left  comer  to  txrttom, 
left  comer  with  use  of  new 
flag  design  and  prominent 
web  address  noted.  Flag 
of  F>arBnt  company,  The 
Economist  Co.,  eidded. 


LETTERS:  Column  moved  from 
right  to  left  side,  with  smaller, 
bolder  lettering  for  letter  author’s 
name  and  top  of  column. 

“When  you  go  from  a  broad¬ 
sheet  to  a  tabloid,  the  space  goes 
down,”  says  Matt.  “The  ietters 
took  a  smali  hit,  and  it  was  an 
area  to  cut  back  a  iittle  bit.” 


DAILY  EDITORIAL  Moved  from 
left  column  to  top  half  of  page. 
Larger,  italicized  headline  given  to 
each  editoriai,  with  additionai 
space  for  subheads. 

“There  was  a  big  debate  over 
whether  the  paper  should  be  more 
horizontal  or  vertical,”  says 
Morgan.  “This  is  pari  of  that  hori¬ 
zontal  feel,  looking  at  more  analy¬ 
sis  and  getting  away  from  the  daily 
newspaper  image,  which  is  more 
vertical.  It  gets  away  from  the  daily 
news  visual  approach.” 


cropped  tighter,  with  smaller,  thinner  let¬ 
tering  for  columnist's  name.  Column 
headline  lettering  changed  to  itaiics. 
“The  itaiicized  is  to  differentiate  the 
opinion  page  from  the  rest,”  Morgan 
says.  “Cnspping  the  pictures  makes  it 
iook  a  bit  tighter. 
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New  York  Tel:  (212)  675-4380  ext. 160  •  Fax;  (212)  691-6939 
INashington  -  Tel:  (301)  656-5712  •  Fax:  (301)  656-5713 
Denuer  Tel:  (303)  333-9840  •  Fax:  (303)  333-2924 
Monterev  Tel:  (831)  625-6902  •  Fax:  (831)  625-6911 
New  England  tel:  (508)  821-4670  •  Fax;  (508)  822-5039 
Classified  Department  -  Tel:  (212)  675-4380  •  Fax:  (212)  929-1259 
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FLAG:  Changed  from  traditional  Old  English 
upper  and  lower-case  lettering  to  bolder,  mod¬ 
ernized  all-capital  lettering  that  is  spread 
across  two  rows.  Black  bar  below  flag  changed 
to  two  parallel  black  and  blue  bars.  “It  is  some¬ 
thing  that  is  very  established  and  authoritative, 
while  being  something  new,”  says  Matt. 


DATE:  Moved  from  center  of  page  below  flag 
bar  to  left  side  below  bar.  All-capital  lettering 
remains  but  with  darker,  bolder  type. 


BYLINES  AND  DATELINES: 
Bylines  remain  all-capital  let¬ 
tering,  but  change  to  a  darker, 
bolder,  smaller  style,  while 
datelines  are  lifted  from  the 
beginning  of  each  story  to  a 
hyphenated  space  next  to 
byline.  Identification  of  byline 
as  Journal  of  Commerce 
staffer  also  changed  to  italics. 


SLOGAN:  Changed  from  “Since  1827”  to  “The  Daily 
Journal  of  Trade  Logistics”  and  relocated  from  bold-let- 
tering  above  flag  to  softer,  grey  lettering  below  flag. 

“That  1827  will  still  be  inside  on  the  masthead,  but 
we  want  a  modern  [slogan]  that  looks  to  the  future,” 
says  Morgan.  “Saying  you  have  been  around  since 
1 827  is  not  a  qualitative  statement,  we  want  to  look  for¬ 
ward  and  put  something  quantifiable  on  the  front.” 


SIDE  ‘TODAY’  COLUMN: 
Remains  on  left  side  but 
compacted  to  reduce  num¬ 
ber  of  teasers  from  eight  to 
two.  Darker  bold  lettering 
and  smaller  fonts  also 
replace  previous  style. 
Analysis  box  is  added. 

“You  really  want  to  blast 
the  analysis  box  on  the  front, 
so  it  takes  away  some  of  the 
teasers,”  says  Matt.  “You 
want  to  give  only  the  hot  sto¬ 
ries  on  the  front,  and  we  put 
other  teasers  on  page  two  in 
a  summary  box.” 


HEADLINE:  Fonts 
are  darker  and  bold¬ 
er,  with  change  to 
new  Transitional  de¬ 
sign.  New  decks  and 
subheads  added. 

“The  new  design 
is  very  versatile, 
strong  and  has  a  lot 
of  flexibility,”  says 
Matt.  “You  can  use  it 
in  a  range  of  ways  for 
real  visual  spice.” 


WEB  ADDRESS:  Moved  from  nearly  unno- 
ticeable  spot  below  subscriber  information 
at  bottom  of  page  to  more  prominent  space 
below  black  and  blue  bars  at  top. 

“That  is  trying  to  bring  it  more  to  the  fore¬ 
front,”  says  Morgan.  “The  Web  site  is  not  a 
sideshow.  It  is  now  totally  embraced  and 
being  holistically  marketed  aa  the  web  and 
print  products  are  part  of  a  single  entity.” 


LAYOUT:  The  most  noticeable  difference  is  a 
change  from  broadsheet  to  a  tabloid  style  publi¬ 
cation  that  gives  the  reader  an  easier  carry  and 
reading  of  the  publication.  It  also  will  have  four 
fewer  broadsheet  pages  of  newshole. 

“We  are  a  business-to-business  book  and  a 
tabloid  format  gives  you  the  idea  of  a  trade  news- 
pap>er,  which  is  what  we  are,”  Morgan  says.  “The 
broadsheet  shouts  daily  newspaper;  the  tabloid 
format  is  better  to  focus  on  one  idea  per  page 
rather  then  five  or  six  ideas  scattered  across. 
Readers  said  tabloid  form  is  easier  for  a  lot  of  rea¬ 
sons,  including  reading  on  the  subway.” 


HEADLINE:  Fatter,  darker  lettering 
replaced  by  slimmer  lettering  with 
room  for  two  subheads.  “Subheads 
are  a  very  important  thing,”  says 
Morgan.  “You  have  a  busy  reader  who 
wants  to  see  whether  he  or  she  wants 
to  read  the  story.  [Subheads]  should 
be  more  active  and  say  what  we  are 
writing  about.” 


TOP  OF  PAGE  FLAG: 
Changed  from  spread- 
out,  all-capitetl  lettering 
to  smaller,  cap/small  cap 
lettering.  Date  remains 
on  right,  top  but  chang¬ 
ed  from  all-capital,  bold 
lettering  to  lower  and 
upper-case  mix  of  itali¬ 
cized  lettering.  Flag 
announcing  commodi¬ 
ties  page  removed. 


COMMODITIES  BOXES:  Bold, 
black  upper-and-lower  case  heads 
for  each  box  replaced  by  smaller, 
all-capital  white  heads  inside  dark 
bars.  Four-sided  boxes  used  to 
divide  each  chart  replaced  by  divid¬ 
ing  lines.  Dates  for  each  chart 
changed  to  more-notice2tble  italics. 


CLASSIFIED  ADVERTISING 
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FEATURES 

AVAILABLE 


AROUND  THE  NET 


SHORT  WEBSITE  REVIEWS 
From  Web  Digesf  For  Marketers 
(WDFM).  Each  l(X)-word  review  cov¬ 
ers  new  sites  in  categories  like  news,  e- 
commerce,  finotKe,  marketing,  travel, 
law,  soles,  entertainment  and  business 
to  business.  NY  Times,  USA  Today, 
CBS,  Bottom  Line  Personal,  CNN  and 
Publishers  Weekly  hove  covered 
WDFM.  Ad  Age  and  DM  News  both 
syndicated  WDFM  reviews. 

Current  Issue/Free  subscription  at 
http;//wdfm.com  -  For  details, 
or  call  (212)  876-1096. 


_ ASTROLOGY 

Weekly  -  ASTROLOGY  -  Monthly 
Free  www  link  to  'Fortune  Cookies' 
http;//www.ti  me-data.com/fc.html 
Time  Data  Syndicate  (8(X))  322-5101 

AUTOMOTIVE 

AUTOMOTIVE  NEWS,  world's  leading 
authority  on  automotive  industry. 
Weekly  package  available.  Crain 
News  Service,  New  York:  Joe  Hanley, 
1212)  254-0890,  Fax  (212)  254- 
7646.  Chicago:  Melanie  Glover  (312) 
649-5464,  Fax:  (31 2)  397-5500. 


BUSINESS  CARTOONS 

HUMOR 

“BUSiNESS  AS  USUAL”  is  a  weekly 
cartoon  series,  published  nationally. 

For  a  Free  sample  selection  contact 

Jim  Sizemore  at  (410)  823-5571 
or  E-mail  moresize@aol.com 

WACKY  TIMES  -  A  weekly  column  of 
parody  and  hilarity.  Clean,  tasteful, 
and  unlike  anything  you've  ever  seen 
before.  Sample  (805)  563-0499  or 

E-mail  ingetal@aol.com 

View  the  portfolio  at 

INTERNET  &  TECHNOLOGY 

' 

TechnologyFair.Com 

CARTOONS 

See  the  Tech  News  Center  for 

BiG  AL  CARTOONS:  Samples 

Tech  Editors  and  Journalists 
www.technologyfair.com 

MOVIE  REVIEWS 

Fox  (770)  937-9079“ 

MINI  REVIEWS.  Essential  Information 

ENTERTAINMENT 

photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  1 0941  ; 

(914)  692-4572  Fax  (91 4)  692-831 1 

"Hollywood  Behind  the  Scenes" 

Hook  readers  with  insider's  view  of 

Rates  and  samples,  (800)  959-9977 

PHOTOS 

nFW<;mAKFI?*'  SFRVI<"F 

HUMOR 

Online  photo  resource  for  news. 

PROFITABLE  COLUMN? 

feature,  sports  and  travel  pictures. 

WWW.  newsmakers,  net 

“Rix  Quinn's  Brain  Food”  offers  pub- 

PUZZLES 

lishers  a  daily  column  designed  for 
advertisers  sponsorship.  Folksy,  funny, 
and  thought-provoking. 

For  samples,  fax  (81 7)  370-2257, 
or  phone  (81 7)  370-2229. 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 

FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 

P.O.  Box  1 972,  Huntsville,  TX  77342 

_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4.308/(909)  766-761 7 


AND  THE  WINNER  IS: 


Night  Lights  &  Piiiow  Fights 

The  best  feature  your  paper  isn't 
running  just  won  its  second 
consecutive  Reuben  Award. 
IDustntor  Guy  GOdcitt  package  inlenclive 
leaning  oonnis  and  iUusliated  vcrae 

into  a  odieaive  unit  kids  love! 

Now  Appearing  In  over  20  papera 
Inducing  Hartford  Courant  and  Boaion 
HataM:  and  70  on-ilna  papara. 

ALSO /WiAMaJ  AS  WTEffgT  CONTENT 
Cal  888-822-8388  for  Information  or  to  buy 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


KAMEN  &  CO.  GROUP  SERVICES 
Appraisers/ Management  Consultants 
Specializing  in  weekly/monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fox  (51 6)  379-381 2 


WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.com 


NEWSPAPER  BROKERS 


750Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
2421 2  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Phillip  Ferguson,  SW/Midwest/ 
Internet  M8A  (409)  234-251 1 
Michael  Bradley,  Northeast 
(508)563-2835 


Call  us  about  our 
low  contract  rates! 

(212)  6754380  ext.  174 


NEWSPAPER  BROKERS 


BILL  AAAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


BOUTHO  MEDIA  SERVICE 
Brokers,  appraisers,  consultants 
P.O.Box  1985  Ada,  OK  74821 
TOM  BOUTHO 
(580)421-9600 
Web  site:  www.bolitho.com 
E-mail:  bolitho@bolitho.com 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St,  Suite  2 14-7 
Boca  Raton,  FL  33432 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 
(909)  626-6440  Fox  (909)  624-8852 


NEWSPAPER  BROKERS 


Confidential  Appraisals  Bolitho-Cribb  We  have  sold 
for  Estate,  ESOP,  «  a  thousands  of 

Partners,  Bank,  Tax,  ®  Associates  publishing  companies 

Stock,  Assets  s'nce  1923 


Please  call  us  to  discuss  your  options  in  a  sate 


NEWSPAPER  BROKERS 


MEDIA  AMERICA  BROKERS 
Lenox  Tovrers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


MEL  HODEU  NEWSPAPER  BROKER 
5196  Benito,  #1  l,Monlcbir,  CA91763 
(909)  626-6440  Fax  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  --  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 


PHILUPS  PROPERTIES,  INC. 
Consuhonts-lnvestments 
Management-  Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  ^  v  H 
Newspapers  j|| 

Check  our  References 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 

6731  Desco  Dr.,  Dallas,  TX  73225 
WWW .  rickenbachermedia  .com 


www.mediainfo.com 
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ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 

FLORIDA:  Major  Ariantic  shopper 
$350,000,  Gulf  society  and  arts  mag¬ 
azine  $175,000,  Island  resort  maga¬ 
zine  $150,000,  SOUTH  CAROLINA: 
Shopper  must  sell  $75,000.  Mayo 
Communications  (813)  971  -2061 . 

RURAL  NEW  ENGLAND  award  win¬ 
ning  weekly  grossing  $300,000.  Long 
established,  paid  circulation,  unop¬ 
posed,  growing  area.  Owner  financing 
available.  Family  and  health  needs 
prompt  search  for  buyer.  Reply  with  let¬ 
ter  explaining  interest  to  Box  08820, 
Editor  &  Publisher. 


NEWSPAPERS  FOR  SALE 

FOR  A  LISTING  OF  W.B.  GRIMES 
publications  for  sale  go  to ... 
w>vw.mediamergers.com 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


NEWSPAPERS  WANTED 


WE  HAVE  BUYERS 
for  Newspaper  and 
Other  Print  Media 

RANGING  FROM  $  1 OOK  to  $  1 OOM 
Knowles  Media  Brokerage  Services 
Gregg  K.  Knowles,  President 
(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPERS  WANTED 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner/operator  of  approxi¬ 
mately  240  publications,  including  60 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
Phone:  (417)  451-1520 

PUBUCATIONS  FOR  SALE 

UVE,WORKin  HAWAII 
Very  profitable  real  estate  magazines. 
Aggressive  national  franchise. 

Full  color.  Room  to  grow  even  more. 
(808)  874-3536 


PUBUCATIONS  WANTED 

ARE  YOU  SELLING  or  thinking  about 
it?  Larry  Ross  Advertising,  Inc.  is  look¬ 
ing  to  purchase  publications  and  direct 
mailing  programs.  Open  to  all  types 
and  frequencies.  Please  contact  Larry 
Ross  at  (732)  679-6488,  or  mail  sam¬ 
ples  to  Larry  Ross  Advertising,  Inc., 
2500  Route  9  South,  Old  Bridge,  New 
Jersey  08857. 

NICHE  PUBUCATIONS 

Looking  for  a  new 

Alternative? 

Check  out  Express  Weekly,  the 
fully-desigTCd  alternative  news, 
views  &  eniBrtainmant  tabloid  for 
American  ntwrapipers.  Toll-free; 
877-244-8787,  ext.  105 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

MMROOM 


ALLMAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax(256)  997-9656 


LARGE  GROUP  OF  1 992  QUIPP  I 

CONVEYOR  COMPONENTS  I 

(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets  j 

Kansa  480  Inserters  | 

MID-AMERICA  GRAPHICS,  INC. 
(800)356-4886  Fax  (8 16)  887-2762 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-521 8  Fox  (407)  273-901 1 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and  j 

Heidelberg  Inserting  Systems  j 

•Spare  Parts  ‘Training  •Installation 
•Mailroom  Systems 

•Buy/Sell  Used  Mailroom  Equipment  j 

Terry  Connors,  Director  of  Sales  I 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PIONEER  EQUIPMENT 
MUELLER  INSERTERS 
(One)  4-1  227S  (Two)  5-1  227S 
(Two)  6-1  227S 
Phone  (21 7)  431 -0275 
Fax  (21 7)  431 -0273 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 


III!  1  ANSWER 
METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


MAILROOM 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-58 1 7  Fax  (770)  590-7267 


PRESSES 


DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

"Worldwide  Marketing  of  Commerciol 
Web  and  Newspaper  Web  Presses' 

PRESSES  WANTED:  HARRIS  V25  V22 
V15A  V15D  or  845,  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (91 3)  648-2000 
Fax:  (913)648-7750 


FERAG  EQUIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Confact:  John  Wills 

Ph«ii«:  (516)  843-3003 
Fa»  (516)  843-2280 


MELVILLE,  NY 


CIRCULATION  SERVICES 

III!!  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS  III  1 1 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 


BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 


PRESSES 

BESTSELEQIONOF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


i  COMMERCIAL  PRESSES  &AUXIUARIES 
i  *2  Units  V- 1 5D,  1 979,  in  production 
until  5/30.  $35,000  each. 

•  10  Unit  V-15D  Press  with  2  JF-4 
Folders.  $235,000. 

(815)648-4611  Fax  (815)  648-2856 


I  GOSS  COMMUNITY  PRESS  10  floor 
I  units  I  stack  (7  units  rebuilt).  1  SS/C 
j  folder  with  l/4  folder  and  upper  for- 
I  mer,  1  S/C  folder  with  1  / 4  folder,  2 
I  drives  parallel  system  with  7  clutches. 

I  Other  auxiliary  equipment  including 
i  two  l-Dab  stackers  available.  Call  Tom 
I  Bugbee  for  details  (520)  775-3804. 


METRO,  URBANITE,  COMMUNITY, 

I  SC,  SSC,  MAN  4/ 2  presses.  AL  TABER 
I  (770)  552- 1 528  Fax  (770)  552-2669 


!  SElilNG,  REBUILDING, 

i  CUSTOMIZING  and  INSTALUNG 
newspaper  presses  since  1910. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
I  For  a  complete  list  of  presses. 

(800)  255-6746  or  (9 1 3)  492-9050 
vsrww.inlandnews.com 


USED  NEWSPAPER  PRESSES. 
Call  Henry  Cobb  @  ONE 
(404)  842-01 1 1 


WANTED  TO  BUY 


!  GOING  DIGITAL?  Will  pay  cash  for 
j  photo  archives,  any  quantity,  any- 
I  where.  Call  Jim,  1  (800)  872-99W. 


CIRCULATION  SERVICES 


HEADUNE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 
Dennis  McQuillan 
(800)  260-9823 


WANTED  TO  BUY 

NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsrocks?  Call  me,  I 
will  buy  them.  John  (305)  225-3742. 
WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-58 1 7  Fax  (770)  590-7267 

PRESSES 


PUBLIC  AUCTION 


NEWSPAPER  & 
COMMERCIAL 
WEB  OFFSET  PLANT 
IN  PITTSBURGH,  PA 
ON JUNE23RD 

Three  (3)  Heidelberg/Harris 
12-unit  -  8-Unit  &  4-Unit 
“Mercury  ”  &  Harris  Model 
V15-D  Web  Offset  Presses. 
Free  Circular  with  all  details 
will  be  sent  upon  request  to: 

Diamond  &  Caspert 
Printing  Auctions 
427  Chestnut  Street 
Union,  NJ  07083 


Tel:  (908)  851-2727 
Fax: (908) 851-8683 


CIRCULATION  SERVICES 


JOHN  A.  BURKE 
NY  •  NJ  •  PA 
Boy  Crew  Sales 
Phone/Fox:  (516)588-2735 


METRO  A4ARKETING 
The  Complete  Teleservices  Company 
•Cold  Call  Selling 
•Upgrade  Selling 
•Retention/Renewal  Programs 
Call  Dan  Bono  (800)  696-7788 
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INDUSTRY 

SERVICES 


CIRCUIAHON  SERVICES 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

SPECTRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grode  projects 
Call  Doug  Reese  at  (800)  972-6778 


TELE  DIRECT  MARKETING,  INC. 

(91 2|  226-61 00  Fox  (91 2)  226-5414 
"newspaper  telemarketing  experts” 


NEWSPAPER  EXECUTIVE  SEARCH 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791 -3301 
hltp://vrww.  fakebrains.com 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908, 24  hour  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  871 03 

i  NEWSPAPER  EXECUTIVE  SEARCH 


Executive  Search  Consultants 

“We  will  be  at  the  NAA  conference  in  Vancouver, 
June  13-15,  call  today  if  you  would  like  to  meet.” 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 

1  e-mail:  rhaas@rhaas.com 

Ron  Haas  | 

PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Daijy  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATlSFACnONI 
30  Years  experierKe! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 1 0 

TRAINING 

NEWSPAPER  SALES  MAGIC.  Subscrip¬ 
tion  sales  training  tapes.  4  upbeat 
tapes  show  how  to  close/objections. 
American  Reading  Association 
(888)  747-2929  sales@magicm.com 


CIRCULATION  SERVICES 


TRAINING 


ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  ond  customer  retention.  We 
build  teams  that  get  results! 

Call  ProMox  Training 
&  Consulting,  Inc.  (800)  898-0444 


WEB  PUBUSHING 

Local  Portals 

I^namic 

Ptoblishing  Town 

..  Inten 

CSiv  Guides 

Source 

ictivetm 

1  www.webpublishinfitools.com  ! 

CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

Professional  Telemarketing  &  Database  Services 

PAID  IN  ADVANCE  TELEMARKETING 

Credit  Cards  or  FoneChex™- Thousands  Processed  Weekly 
25%  Minimum  PIA  Guaranteed 
PrMrams  Powered  By  INSOURCE™  -  Data  From  experlan™ 

The  leading  source  of  consumer  marketing  info  available 
Great  Rates,  the  most  accurate  data  and  the  highest  quality  representation  available 
1-888-343-0470  Offices  Nationwide 


HELP  WANTED 


_ ACCOUNTING _ 

CONTROLLER 
South  Central  U.S.  Location 

Publishing  Company  located  in  the 
south  Control  United  States  is  seeking  a 
controller  to  take  an  active  role  in 
managing  the  Accounting  Department, 
to  ensure  the  integrity  of  financial 
informotion,  and  to  oversee  financial 
and  statistical  reporting,  payroll  pro¬ 
cessing  and  payroll  taxes,  a/r,  a/p, 
credit  and  collections  and  inventory  con¬ 
trol. 

The  controller  is  also  responsible  for 
developirrg  ond  maintaining  internal  con¬ 
trol  procedures,  coordinating  account¬ 
ing  issues  internally  with  other  depart¬ 
ments  and  with  outside  auditors, 
performing  in-depth  financial  analyses 
on  a  monthly  basis,  and  participating 
in  special  projects  as  requested  by 
senior  management. 

The  successful  candidote  will  have  at 
least  ten  years  of  accounting  experi¬ 
ence,  and  three  or  more  years  as  a  con¬ 
troller  in  a  medium  sized  company. 
Publishing  experience  is  helpful.  Strong 
computer  and  analytical  skills  are 
essential,  as  well  as  proficiency  with 
spreadsheet  and  automated  accounting 
packages.  Strong  managerial, 
administrative,  communication  and 
interpersonal  skills  are  required. 

Please  send  your  resume  with  salary 
requirements  to  our  accounting  firm: 

E-mail:  adclcpaone@aol.com  or 
Fax:  (212)661-2654 


_ ACCOUNTING _ 

ACCOUNTING  MANAGER 

The  Ventura  County  Star  is  seeking  an 
accounting  manager  to  join  our  senior 
management  team.  Managing  a  staff 
of  1 2,  responsibilities  will  include  finan¬ 
cial  reporting  and  analysis,  ensuring 
the  int^rity  of  financial  information, 
developing  and  maintaining  internal  con¬ 
trol  procedures,  credit  and  collections, 
as  well  as  other  accounting  functions. 
Excellent  interpersonal  and  communi¬ 
cation  skills  are  essential  as  is  solid 
experience  in  a  computerized  environ¬ 
ment.  A  Bachelor's  degree  and  CPA  is 
preferred  with  5+  years  of  accounting 
and  supervisory  experience.  Newspa¬ 
per  publishing  experience  a  strong 
plus.  We  are  part  of  the  E.W.  Scripps 
chain  and  offer  a  competitive  salary, 
MBO  and  benefits  package.  Fax 
resume  and  salary  history  to  (805) 
655-1779. 

Ventura  County  Star 
5250  Ralston  Street 
Ventura,  CA  93003 
Attention:  Business  Manager 

ADMINISTRATIVE 

GENERAL  MANAGER/PUBUSHER 

Southeastern  Idaho  Paper  looking  (or  a 
General  Manager/Publisher  with 
newspaper  experience.  Demonstrated 
ability  in  expanding  markets,  business 
management,  ana  marketing  skills. 
Must  be  able  to  manage  cash,  employ¬ 
ees,  develop  business  plans  and  fore¬ 
casts.  Salary  based  upon  qualifications 
and  experience.  Benefits  package 
available.  EOE.  Fox  resume  ta 
(208)  523-3606.  Mail  resume  to 
Resource  Marketing,  Executive  Search, 
9343  Sunset  Ridge,  ^ndy,  UT  84092. 


ACADEMIC _ 1 _ ACADE^^C 


Journalism  Faculty  Position 

Washington  State  University 


Professional  track  position  in  print  journalism  -  9  month;  full-time; 
three  courses  per  semester;  non-tenure  track  but  eligible  for  multi-year 
contract  renewal.  Responsibilities  include  undergraduate  courses  in 
reporting  editing,  advanced  editing  and  graphic  design,  public  affairs 
reporting  and  media  management 

A  Bachelor’s  degree  is  required;  Master’s  strongly  preferred.  Six 
years  of  print  media  experience  required,  two  years  at  management  level 
preferred.  Candidate  must  have  strong  presentation  or  teaching  skills 
and  possess  strong  computer  editing,  search  and  design  skills.  VisCom 
and  experience  with  computer-assisted  reporting  and/or  on-line 
newspapers  a  plus.  Scholarly  research  not  required. 

Rank  negotiable.  Salary  is  competitive  ($40,000+).  Please  send  letter  of 
application,  resume  or  vita,  lelevart  professional  ssnples,  2Bxl  the  nanes  of  five 
references  to: 

Dr.  Dave  Demers,  Search  Committee  Chair 
Edward  R.  Murrow  School  of  Communication 
Washington  State  University 
Pullman,  Washington  99164-2520 
(509)335-5608;  ddemerstgwsu.edu 


Review  of  applications  will  begin  on  June  21, 1999  and  will  continue 
until  the  position  is  filled.  Starting  date:  August  16, 1999 
EEO  Employer 


CLASSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisements:  Tuesday  noon  (EST)  (or  following  Saturday  issue 
Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 
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HELP  WANTED 


ADMINISTRATIVE 

GENERAL  MANAGER:  A  hiqh  energy 
director  to  lead  a  staff  of  eight  produc¬ 
ing  a  new  twice-a-montfi  publication 
for  tfie  Sac-City  School  District.  Will  be 
the  No.  1  person  in  our  Sacramento 
office  producing  o  fun  public  relations 
vehicle  in  a  newspaper  format.  Must 
be  comfortable  selling  major  accounts 
and  have  the  ability  to  plan,  develop 
and  execute  an  overall  advertising 
sales  plan.  Attractive  combination  or 
salary  plus  performance  bonuses. 
Resumes  to  E.  Wright  Publishing  Co., 
Inc.,  828  Purvis  Street,  Clovis,  CA 
936 1 2  or  via  fox  to  (559)  299-2 1 34. 


COLBY,  A  HIGHLY  SELECTIVE  private 
liberal  arts  college  of  1,750  students 
located  in  Central  Maine,  seeks  appli¬ 
cants  (or  the  following  position: 

Managing  Editor/Associate  Director  of 
Communications 

Reporting  to  the  Director  of  Communi¬ 
cations,  the  managing  editor/associate 
director  manages  publication  of  Col¬ 
by's  award-winning  quarterly  maga¬ 
zine  and  performs  writing,  editing  and 
production  management  for  other  col¬ 
lege  publications.  The  position  requires 
outstanding  writing  and  editing  skills, 
ability  ta  manage  the  College's  pub¬ 
lications  production  and  budget,  and 
the  ability  ta  meet  firm  deadlines  wark-. 
ing  with  a  team  of  professionals.  Min¬ 
imum  qualifications  include  -  a 
Bachelor's  degree;  five  years'  pro¬ 
fessional  experience,  preferably  on  a 
magazine  staff;  organizational  skills  to 
manage  production  of  high-quality 
publications;  proven  writing  and  edit¬ 
ing  skills;  computer  experience. 

Interested  candidates  should  submit 
two  copies  of  a  cover  letter  and  two 
copies  of  a  resume,  including  the 
nomes  and  telephone  numbers  of  three 
references  to  -  Douglas  C.  Terp, 
Director  of  Personnel  Services,  Colby 
College,  5500  Mayflower  Hill, 
Waterville,  ME  04901-8855.  A  review 
of  applications  will  begin  immediately 
and  will  continue  until  the  position  is 
filled. 

For  more  information  about  the  Col¬ 
lege,  please  visit  the  Colby  web  site: 
www.colby.edu 

Colby  is  an  EEO/AA  Employer  and 
strongly  encourages  applications  from 
women  and  minorities. 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING  MANAGER 
A  rare  opportunity  to  join  prog¬ 
ressive  over  100,000-t  circulation, 
independent  daily  newspaper  with 
state-of-the-art  sales  system, 
technology  and  production  plant.  Can¬ 
didates  preferably  will  bring  both 
classified  and  retail  management  expe¬ 
rience  to  the  assignment.  Job  features 
include  beautiful  N.W.  city,  nice  salary 
and  employee  benefit  package.  Please 
respond  by  sending  a  cover  letter, 
resume  and  salary  requirements  to  Dan 
Grady,  advertising  director.  The  Spokes¬ 
man-Review,  999  W.  Riverside,  Spokane, 
WA  99201. 

Equal  Opportunity  Employer 


_ ADVERTISING _ 

AD  DIRECTOR/SALES  MANAGERS  - 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


AD  MANAGER:  Award-winning 
Mobridge  Tribune,  SD's  largest  weekly. 
Strong  selling,  supervise  two.  $35,000 
plus  full  benefit  package.  Call  Larry 
Atkinson,  (800)  594-941 8. 


ADVERTISING  DIREaOR 

We  are  searching  for  an  experienced 
advertising  director/sales  manager  to 
lead  the  advertising  and  marketing 
efforts  of  a  7-day  AM  daily  newspaper 
located  in  Ohio.  This  daily  has  shown 
consecutive  years  of  paid  (ABC)  circula¬ 
tion  growth  and  excellent  advertising 
revenue  increases.  We  are  looking  to 
pass  the  torch  to  the  right  individual 
that  can  lead  by  example  the  inside 
and  outside  sales  personnel.  Our  sales 
team  is  professional,  experienced  and 
deserve  the  very  best  leader.  This 
award  winning  14,000  circulation 
daily  is  part  of  a  small  group  that  is 
expanding  and  could  lead  to  future 
opportunities.  Above  average  com¬ 
pensation  package,  position  reports  to 
the  publisher  and  is  part  of  the  senior 
management  team.  Please  respond  to 
Box  08852,  Editor  &  Publisher. 


I  ADVERTISING  SALES  professional 
!  needed  by  6,500  daily  newspaper. 
Management  possibility  for  someone 
creative  and  ambitious.  Would  you  like 
to  work  for  a  good  newspaper  and  live 
in  an  outdoor  paradise?  if  yes,  send  let¬ 
ter,  resume  and  salary  requirements  to 
Publisher,  The  Sheridan  Press,  Box 
2006,  Sheridan,  WY  82801. 


ADMINISTRATIVE 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

Come  grow  with  usi  We  just  added 
our  seventh  day  and  are  looking  to 
grow  circulation  in  this  fast  growing, 
sunny,  southern  California  community. 
We  are  looking  (or  an  experienced,  com¬ 
munity  minded,  advertising  pro¬ 
fessional  with  exceptional  people  skills 
to  lead  our  talented  staff  into  the  new 
millennium.  If  you  are  looking  for  an 
opportunity  to  make  a  difference  in  the 
community;  if  you  are  interested  in 
working  for  an  organization  where 
your  contributions  will  be  recognized 
and  rewarded;  if  you  are  able  to 
inspire  teamwork  and  cooperation 
among  the  advertising  sales  staff  and 
with  other  departments  of  the  newspa¬ 
per,  then  send  us  a  resume,  and  cover 
letter  that  demonstrates  your  sales  ond 
marketing  skills,  and  your  passion  for 
excellence.  We  are  the  Antelope  Valley 
Press,  a  family  owned,  midsize, 
award-winning,  community  daily  serv¬ 
ing  the  rapidly  growing  communities  of 
the  Antelope  Valley  including 
Palmdale,  and  Lancaster,  CA.  Send 
your  application  material  to: 

William  C.  Markham 
Publisher 

The  Antelope  Valley  Press 
P.O.Box  4050 
Palmdale,  CA  93590-4050 


j  ADVERTISING  SALES 

i 

I  Leading  industry  healthcare  pub- 
I  lication,  rapidly  expanding  seeks  expe- 
I  rienced,  motivated  ad  soles  executive 
with  proven  track  record.  Salary/ 
commission/benefits.  JOIN  OUR 
I  TEAM!  Fox  resume  (305)  899-8282. 


ADMINISTRATIVE 


ASSOCIATE  DIRECTOR 


New  Directions  for  News,  a  non-profit  agency  affiliated  with  the 
University  of  Missouri,  serves  at  the  nation's  leading  think  tank 
devoted  to  fostering  innovation  in  the  news  and  information  industry. 
Funded  by  major  grants  from  corporations  and  foundations  within 
the  information/media  industries,  it's  mission  is  to  identify  and 
disseminate  new  trends  and  technologies  in  delivery  systems  that  will 
impact  media,  news,  and  technology. 

The  position  of  Associate  Director  requires  a  multi-talented  individual 
with  the  capabilities  and  experience  to  serve  as  Chief  Operating 
Officer,  oversee  fundraising,  management  of  internal  organization 
and  staff  of  12-15,  and  interact  directly  with  Board  of  Directors, 
grantors  and  media  industry  leaders.  Qualified  candidates  will  have 
highly  developed  creative  abilities  and  appropriate  media 
experience  to  work  with  the  Executive  Director  to  co-develop  and 
implement  mission,  policy,  planning,  program,  fund  raising,  research 
and  outreach  activities. 

If  you  possess  a  Bachelor's  degree  in  a  related  field,  have  relevant 
management  and  media  industry  experience,  and  would  like  to  be 
considered  for  the  position,  mail  or  fax  cover  letter  and  r6sum6  to; 

Duane  McCombs 
HR  Outsourcing 
7529  N.  Granby  Avenue 
Kansas  City,  MO  64151 

_ Fax:  (816)  505-3141  _ 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 
The  Union  Democrat,  Sonora,  CA 
Responsible  (or  growth  and  devel¬ 
opment  of  advertising  revenue,  promo¬ 
tional  planning  and  motivation  of  the 
soles  staff  to  meet  established  goals. 
Knowledge  and  understanding  of 
classified  is  important. 

1 2,000  circulation,  published  Monday 
through  Friday  afternoons.  The  Union 
Democrat  is  the  leading  newspaper  in 
our  Sierra  foothills  region.  We  have  a 
strong  retail  base  with  several  shop¬ 
ping  centers,  historic  communities  and 
a  wide  range  of  cultural  and  recrea¬ 
tional  opportunities. 

Apply  to  Geoffrey  White,  publisher. 
The  Union  Democrat,  84  S.  Washing¬ 
ton  Street,  Sonora,  CA  95370. 


ADVERTISING  SALES 
Publishing  company  in  central  Illinois  is 
accepting  applications  for  an  experi¬ 
enced  advertising  sales  person  selling 
newspaper  and  national  magazine 
accounts. 

The  successful  candidate  will  hove  a 
minimum  of  2  years  full  time  experi¬ 
ence  selling  print  media  space.  College 
education  preferred.  Attractive  salary/ 
benefits  plus  generous  commission. 

The  successful  candidate  will  have  a 
big  city  opportunity  combined  with 
enjoyable  small  town  living. 

Send  resumes  to  Box  08847,  Editor  & 
Publisher. 


ASSISTANT  CLASSIFIED  ADVERTISING 
MANAGER  for  the  Lexington  Herald- 
Leader,  circulation  1 23,000  daily  and 
1 60,000  on  Sunday.  We  need  a  high- 
energy  and  enthusiastic  manager  with 
a  positive  attitude  to  lead  a  staff  of  23. 
Located  in  the  heart  of  bluegrass  coun¬ 
try,  Lexington,  KY  is  a  great  place  to 
raise  a  fomily.  It's  the  major  financial, 
educational,  cultural,  medical  and 
retail  hub  for  all  of  Central  and  Eastern 
Kentucky  plus  being  the  home  of  the 
University  of  Kentucky.  We  value  our 
employees  and  offer  a  salary  that  is  com¬ 
petitive  on  both  o  local  and  national 
level  along  with  excellent  benefits  and 
a  great  working  environment.  Respond 
by  sending  resume  ond  salary  require¬ 
ments  to  E.  Arnold,  employment  man¬ 
ager,  100  Midland  Avenue,  Lexington, 
KY  40508,  Fax  (606)  23 1  -3584  or 
E-mail  to  earnold@herald-leader.com 


MAJOR  ACCOUNTS  MANAGER 
The  Tampa  Tribune  is  seeking  an 
energetic  and  focused  individual  that 
can  lead  a  sales  team  of  nine.  The 
candidate  should  possess  strong 
verbal,  written,  presentation  and  nego¬ 
tiation  skills.  A  proven  track  record 
with  a  minimum  of  5  years  manage¬ 
ment  in  the  newspaper  industry  is 
required.  This  position  requires 
extensive  knowledge  in  planning, 
budgeting  revenues  and  expenses  and 
developing  creative  programs  that 
increase  revenue  within  the  categories 
of  the  top  1  50  advertisers.  Ability  to 
motivate  soies  staff  and  develop  rela¬ 
tionships  with  clients  is  a  necessity. 
Degree  in  marketing/advertising  is 
preferred.  Send  resume  to  Human 
Resources,  The  Tampa  Tribune,  P.O. 
Box  1 91 ,  Tampa,  FL  33601 .  EOE 
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CLASSIFIED 


HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  SALES  TRAINER 

Hands  on,  ouf-in-the-field  trainer  assist¬ 
ing  in  growing  person  staff  to  thirty. 
Dynamic,  Zone  1  product  of  paid 
weekly,  free  newspapers,  niche  pro¬ 
ducts,  inserts  and  printing.  Opportunity 
to  prove  yourself  and  move  up  the 
ladder. 

Salary  based  on  experience,  expecta¬ 
tions,  benefits  and  bonuses.  Send  let¬ 
ter,  resume,  including,  salary  history  to 
Box  08857,  Editor  &  Publisher. 

CLASSIFIED  INSIDE  SALES  MANAGER 

The  Virginian-Pilot  Newspaper  in 
Norfolk,  Virginia  (199,920  daily, 
235,637  Sunday)  is  seekina  on  expe¬ 
rienced,  energetic,  results-oriented 
Classified  Inside  Sales  MarKiger. 

This  position  reauires  a  dynamic  sales 
manager  with  the  ability  to  develop 
and  execute  strategies  to  take  advan¬ 
tage  of  changes  in  the  various  markets 
such  as  employment,  automotive,  real 
estate,  and  private  party  advertising. 

We  are  looking  for  a  manager  with  pro¬ 
ven  leadership  ability  (able  to  manage 
a  staff  of  30),  knowledge  of  web  basM 
database  applications  and  on-line 
classified  initiatives,  and  creative 
approaches  to  soles  opportunities. 
CAM  will  be  available  to  answer  ques¬ 
tions  in  Vancouver  at  NAA  conference. 

The  Virginian-Pilot  offers  competitive 
salaries  and  bonuses,  excellent  benefits 
including  401  (k),  and  a  team  based 
environment  that  encourages  personal 
development. 

Interested  candidates  should  send  a 
resume  to: 

The  Virginian-Pilot 
Attn:  Classified  Manager 
1 50  West  Brambleton  Avenue 
_ Norfolk,  VA  23510 _ 

_ ART/EDITORIAL _ 

DESIGN/COPYEDITOR 
The  AAontana  Standard  (15,500  AM 
daily)  in  Butte,  Montana,  is  seeking  an 
enthusiastic.  Quark-literate  copy  editor 
to  create  stunning  layouts,  masterful 
headlines  and  choose  relevant  stories. 
Successful  candidate  must  work  closely 
with  reporters,  photographers  and 
other  design/copy  desk  members  to 
produce  an  on-time  newspaper  that 
reflects  the  lives  and  needs  of  the  resi¬ 
dents  of  Southwest  Montana.  Send 
resume  with  references  to  Human 
Resources,  The  Montana  Standard,  25 
W.  Granite  Street,  Butte,  MT  59701 . 
1-800-877-1074 

Application  deodline  is  June  1 4, 1 999. 
An  equal  opportunity  employer. 


Send  Kc^l’  H()\  Replies  to: 


Editor  &  Publisher 
Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  10011 


_ ART/EDrrORIAL _ 

THE  GAINSVILLE  (FL)  SUN,  a  New 
York  Times  Regional  Newspaper  daily, 
named  one  of  the  World's  Best 
Designed  Newspapers  by  the  Society 
for  News  Design,  has  2  job  openings. 
FEATURES  PAGE  DESIGNER/COPY 
EDITOR:  2  years  editing,  design  expe¬ 
rience  preferred.  Photoshop,  Illustrator, 
QuarkXPress  knowledge  a  plus 
NEWS  ARTIST:  For  graphics,  maps, 
page  design,  illustration.  Must  be 
Macintosh  proficient. 

Send  resume  to  Jacki  Levine,  The 
Gainsville  Sun,  P.O.  Box  147147, 
Gainesville,  FL  32614-7147.  Fox 
(352)  338-3128,  call  (352)  374-5040 
ar  E-mail  levinej@gvillesun.com 

CIRCULATION 


CIRCULATION  DIREQOR 

Central  Maine  Newspapers,  a  division 
of  Blethen  Maine  Newspapers,  a 
division  of  The  Seattle  Times  Company, 
is  seeking  a  circulation  professional 
who  possess  the  ability  and  desire  to 
lead  and  achieve.  You  would  have 
direct  responsibility  for  two  7-day 
papers  located  in  Augusta  and 
Waterville,  Maine,  and  a  staff  of  6 
direct  reports  and  56  employees.  You 
must  bring  the  demonstrated  ability  to 
lead  in  sales,  service  and  overall 
circulation  excellence.  The  successful 
candidate  will  become  a  key  player  in 
a  top-notch  management  group  and 
be  rewarded  accordingly.  Please 
respond  with  resume  ond  salary 
requirements  to: 

Central  Maine  Newspapers 
Attn:  Nancy  Manes 
Human  Resources  Director 
274  Western  Avenue 
Augusta,  ME  04330 
Fox:  (207)621-5610 
E-mail:  nmanes@centralmaine.com 
We  are  an  equal  opportunity  employer 


CIRCULATION  MANAGER  wanted  for 
nationally  circulated  weekly  niche 
newspaper,  Charlotte,  NC.  Must  be 
familiar  with  targeted  audiences  and 
working  with  vendors.  Must  be  strong 
in  promotion,  distribution,  self- 
motivated  and  ready  ta  create  pro¬ 
grams  and  implement  same.  Benefits 
include  health,  bonus  and  pension. 
Send  resume,  salary  requirements  to 
P.O.  Box  1210,  Harrisburg,  NC 
28075.  EOE 


CIRCULATION  PROFESSIONALS 

The  Ogden  Newspapers,  a  growing 
newspaper  group  based  in  Wheeling, 
WV,  is  accepting  resumes  for  future 
Circulatian  Director  and  Assistant 
Circulation  Director  openings. 

We  are  looking  for  individuals  that 
excel  in  a  fast  paced  environment  and 
who  have  a  strong  background  in  all 
aspects  of  circulation  -  good  collec¬ 
tions,  excellent  service  and  innovative 
OKirketing  ideas. 

With  newspapers  in  1 0  states  we  offer 
a  great  working  environment  and  good 
pay  and  benefits  and  a  401  (k)  plan. 
Please  send  your  resume  and  cover  let¬ 
ter  to: 

The  Ogden  Newspapers 
Attn:  Bart  Leath 
1500  Main  Street 
Wheeling,  WV  26003 


_ CIRCULATION _ 

CIRCULATION  MANAGER 

The  Daily  Sun  in  Beatrice,  Nebraska 
needs  a  circulatian  manager.  We  seek 
an  individual  who  con  recruit  carriers, 
increase  circulation  and  provide 
excellent  customer  service.  Applicants 
should  hove  at  least  2-3  years  of 
circulation  experience  with  a  track 
record  of  achievement.  Excellent 
income  and  benefits.  For  more  informa¬ 
tion  call  Reg  Durant  at  (402)  223- 
5233. 


CIRCULATION  ZONE  MANAGER 

Seven-day  local  1 00,000+  newspaper 
in  Zo.ie  4  has  a  great  opportunity  for 
an  experienced  circulator.  The  candi¬ 
date  we  seek  has  strong  home  delivery 
experience  to  develop  and  implement 
appropriate  controls  to  maximize  sales 
and  service. 

The  ideal  candidate  will  have  a  mini¬ 
mum  of  five  years  circulation  man¬ 
agement  experience  and  a  desire  to 
join  a  company  that  provides  unlimited 
career  growth  potential. 

We  offer  a  competitive  salary,  great 
benefits  and  a  401  (k)  plan.  Qualified 
individuals  should  send  their  resume 
and  salary  requirements  to  The  Mobile 
Register,  Attn:  Human  Resources,  P.O. 
Box  2488,  Mobile,  AL  36652-2488. 


ADVERTISING 


_ CIRCULATION _ 

SINGLE  COPY  SALES  MANAGER 

The  Chicago  Sun-Times,  one  of  the  top 
ten  metropolitan  newspapers,  seeks 
aggressive  hands-on  self-starter  to  lead 
and  direct  our  Single  Copy  Sales 
Department  with  sales  and  distribution 
of  over  1 5,000  retail  and  rack  loca¬ 
tions. 

Results-oriented  individual  will  lead 
department  to  the  next  millennium  with 
new  circulation  outlets,  oversee  NIE 
program  as  well  as  establish  and 
manoge  hotel,  food  service  and  health 
facilities  prograrrs,  oversee  and 
expand  existing  college  program  and 
develop  data-based  system  to  generate 
I  leads. 

The  ideal  candidate  should  possess  a 
college  degree  (business  preferred),  3- 
5  years  supervisory/ sales  management 
experience  with  a  demonstrated  track 
recard  of  sales  success  in  a  competitive 
newspaper  market  preferred,  excellent 
organizational,  communications  and 
people  skills,  strong  problem  solving 
skills  and  the  ability  to  work  under 
deadlines  in  a  very  fost-poced  environ¬ 
ment. 

If  you  have  the  skills  and  drive  to  suc¬ 
ceed  in  expanding  our  single  copy 
sales,  please  sena  your  resume  and 
salary  history  to: 

Chicago  Sun-Times 
401  N.  Wabash  Avenue,  Suite  245 
Chicago,  IL6061 1 
Fax:  (312)321-9652 
No  phone  calls,  please 

EOE 


ADVERTISING 


n*  CMMUWCDTIOII UM  or  THE  OOmifa  MOUSHIT  naUSHED  MOEFEMErnirmiK  »SEE  SaKE  IIM 


NATIONAL  ACCOUNTS  MANAGER 

The  Editor  &  Publisher  Company  seeks  a  dynamic,  self-starter 
to  be  our  National  Accounts  Manager. 

Utilize  115  years  of  unique,  newspaper  industry  readership 
and  grow  Editor  &  Publisher's  national  and  agency  business. 
Candidate  requirements: 

•  Thorough  knowledge  of  newspaper  industry 

•  Minimum  1 0  years  ad  sales  experience  that  includes 
national  ad  agencies 

Position  is  located  at  E&P  New  York  office. 

Please  send  letter  of  interest,  resume  and  salary  requirements  to: 

Dennis  O'Neill 
VP  Sales  &  Advertising 
The  Editor  &  Publisher  Company 
11  W  19th  Street 
New  York,  NY  10011 

Or  E-mail  the  same  to  denniso@mediainfo.com 


www.mediainfo.com 
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CLASSIFIED 


HELP  WANTED 


CIRCULATION 


CIRCULATION  SALES  MANAGER 

The  News  Journal  circulation  depart¬ 
ment  has  an  immediate  openir'g  for  o 
Circulation  Sales  Manager.  Th.s  indi¬ 
vidual  will  have  primary  responsibility 
for  driving  circulation  volume  through 
strategic  planning  and  implementation 
of  programs  that  support  increased 
market  penetration  of  the  newspaper. 
This  position  reports  to  the  circulation 
director  and  is  also  responsible  for  the 
inside  and  outside  sales  functions, 
budgeting  of  assigned  areas  as  well  as 
all  aspects  of  staff  management. 

The  successful  candidate  will  have  a  col¬ 
lege  degree  or  related  work  experi¬ 
ence,  strategic  marketing  and  planning 
abilities,  strong  computer  skills,  and  the 
ability  to  provide  trending  analysis  and 
support  as  needed. 

A  strong  benefits  package,  competitive 
salary,  great  working  environment  and 
opportunity  for  advancement  are  all 
offered  with  this  position. 

Qualified  individuals  are  invited  to 
forword  a  resume,  letter  of  application 
and  salary  requirements  to: 

Human  Resources 
The  News  Journal 
P.O.Box  15505 
Wilmington,  DE  1 9850 
Fax:  (302)  324-2578 

The  News  Journal  recognizes  the 
advantages  of  a  diverse  workforce 
through  a  commitment  to  equal  employ¬ 
ment  opportunity. 


THE  ASHTABULA  STAR  BEACON 
Located  in  northeast  Ohio,  seeks  a 
circulation  professional  with  marketing 
savvy  to  provide  the  leadership  needed 
to  drive  circulation  growth.  We  are  a 
23,000  daily,  published  seven  days 
per  week.  We  need  a  sales  oriented 
manager  who  can  prosper  in  a  com¬ 
petitive  market.  We  offer  a  competitive 
salary,  bonus  plan  and  excellent  bene¬ 
fits.  Send  resume  to  Ed  Loomon,  The 
Star  Beacon,  4626  Park  Avenue,  P.O. 
Box  2100,  Ashlabub,  OH  44005. 
_ F«  (440)  998-5870 


THE  HERALD-MAIL  COMPANY,  a 
37,000+  daily,  with  AM  &  PM  pub¬ 
lications  Mcmday-Fridoy,  has  an 
immediate  opening  for  a  Circulation 
Director.  Located  in  western  Maryland, 
we  pride  ourselves  on  being  the  state's 
best  mid-sized  paper.  This  exempt  posi¬ 
tion  is  responsible  for  leading  a  staff  of 
25,  with  emphasis  on  building  circula¬ 
tion,  strengtnening  service  and  taking 
the  department  into  the  2 1  st  century. 

Excellent  salary  and  benefit  package. 
Interested  candidates  should  send 
resume,  thorough  cover  letter  and 
salary  requirements  to: 

Personnel  Director 
The  Herald-Mail  Company 
1 00  Summit  Avenue 
Hagerstown,  MD  21 740 


_ CIRCULATION _ 

THOMSON  WEST  VIRGINIA/Virginia 
Strategic  Marketing  Group  has  an 
opportunity  for  an  experienced  Sales 
and  Marketing  Manager.  We  are  a 
group  of  2  daily  newspapers  with  daily 
circulation  of  54,000  and  56,000  on 
Sunday,  3  weeklies  and  numerous 
monthiv  and  specialty  publications 
locatea  in  southern  West  Virginia  and 
Virginia.  Candidates  must  have  at  least 
2  years  of  management  experience  in 
Sales  and  Marketing.  Individuals  must 
possess  strong  marketing,  communica¬ 
tion,  and  leadership  skills.  We  offer  a 
competitive  salary,  bonus,  401  (k)  plan 
and  excellent  benefits.  Send  resume  to 
Director  of  Circulation,  Thomson  West 
Virginia/Virginia  SMG,  P.O.  Box 
1599,  BluefieTd,\MV  24701. 


THOMSON  WEST  VIRGINIA/Virginia 
has  an  opportunity  (or  an  experienced 
Single  Copy  Manager.  We  are  a 
group  of  2  daily  newspapers  with  daily 
circulation  of  54,000  and  56,000  on 
Sunday,  3  weeklies  and  numerous 
monthly  and  specialty  publications 
located  in  southern  West  Virginia  and 
Virginia.  Candidates  must  have  at  least 
2  years  of  management  experience  in 
single  copy  sales  and  possess  strong 
marketing,  communication,  and  lead¬ 
ership  skills.  We  offer  a  competitive 
salary,  bonus,  401  (k)  plan  and 
excellent  benefits.  Send  resume  to 
Director  of  Circulation,  Thomson  West 
Virginia/Virginia  SMG,  P.O.  Box 
1599,  BluefiJd,WV  24701. _ 

ZONE  MANAGER 

Zone  2  -  30,000  newspoper  is  seeking 
a  dynamic  leader  for  home  delivery 
management.  Successful  candidates 
will  have  3-5  years  of  circulation  man¬ 
agement  experience  with  a  strong  back¬ 
ground  in  improving  customer  service, 
j  Responsibilities  include:  supervising, 
training  and  motivating  District  Sales 
Managers,  improving  current 
customers'  delivery  service,  managing 
sales  and  collection  operations  and 
increasing  circulation.  Candidates  must 
have  a  sense  of  urgency  and  a  hands- 
on  leadership  style.  We  offer  a  com¬ 
petitive  salary  and  bonus  plan  with  an 
excellent  benefits  package.  Advance¬ 
ment  opportunities  exist  within  the 
group. 

Send  resume  with  cover  letter,  salary 
history  and  salary  expectations  in  con¬ 
fidence  to: 

Box  08846 
Editor  &  Publisher 

1 1  West  1 9th  Street 
NewYork,  NY  10011 


EDITORIAL 


AN  AMBITIOUS  Zone  4  newspaper 
that  values  and  nurtures  good  writing 
is  looking  for  a  versatile,  experienced 
reporter  who  also  is  on  excellent 
writer.  This  person  will  handle  our  best, 
most  challenging  city-desk  assignments 
for  the  daily  and  Sunday  papers.  Start 
with  a  letter  that  tells  us  where  you've 
been  and  where  you're  going  pro¬ 
fessionally.  Then  add  a  varied  half- 
dozen  strong  daily  newspaper  clips. 
Respond  to  Box  08854,  Editor  &  Pub¬ 
lisher. 


_ EDITORIAL _ 

ALASKA  CAlilNG  YOUR  NAME? 
Business  reporter  and  sports  writer 
sought  for  capital  city  daily.  Resume 
and  clips  to  S.  Downing,  3100  Chan¬ 
nel  Drive,  Juneau,  AK  99801 . 


AMERICAN  BANKER,  the  top  doily 
newspaper  on  financial  services,  has 
several  immediate  openings  (or 
energetic,  creative  journalists. 

Investments  reporter.  Cover  mutual 
funds  and  asset  management.  Requires 
2-t-  years  of  journalism  experience. 
Position  is  in  New  York. 

Copy  editor.  Excellent  line  editing, 
headlines,  rewrite,  news  judgment. 
Requires  3-t-  years  of  experience.  Posi¬ 
tion  is  in  New  York. 

Washington  reporter.  Cover  a  range  of 
policy  issues.  Requires  3-f  years  of 
experience. 

Southeast  reporter.  Cover  major  finan¬ 
cial  companies.  Requires  5-f  years  of 
experience.  Position  may  be  in  Wash¬ 
ington,  Charlotte,  or  AHanlo. 

Midwest  reporter.  Cover  mid-size  finan¬ 
cial  companies  and  agricultural 
finance.  Requires  2-f  years  of  experi¬ 
ence. 

Doily  reporting  experience  is  o  plus  for 
all  positions.  Send  resume,  cover  letter 
and  a  few  clips  to  Debra  Cope,  execu¬ 
tive  editor,  American  Banker,  1  State 
Street  Plaza,  New  York,  NY  1 0004. 

No  foxes  or  phone  calls 

ASSISTANT  SPORTS  EDITOR 
A  growing  doily  in  o  Big  1 2  university 
town  anticipates  an  opening  for  an 
assistant  sports  editor.  If  you  have  two 
to  four  years  of  experience  at  a  daily, 
are  on  excellent  editor,  fluent  in  QuarkX¬ 
Press  and  wish  to  take  a  step  into  mid¬ 
management,  this  could  be  your 
opportunity.  Competitive  salary,  excep¬ 
tional  benefits.  Send  responses  to  Box 
08855,  Editor  &  Publisher. 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITORS 
Looking  (or  a  job  where  you  can  make 
a  difference  in  a  great,  two-newspaper 
city?  The  morning  Seattle  Post- 
Intelligencer  is  looking  for  smart,  savvy 
assistant  city  editors  to  help  us  win  one 
of  the  hottest  newspaper  wars  in  the 
nation.  Candidates  must  have  at  least 
five  years  of  metro  journalism  experi¬ 
ence,  including  significant  work  os  a 
reporter.  Applicants  must  be  great 
coaches,  willing  to  work  with  reporters 
from  story  conception  to  polished  fin¬ 
ish.  And  most  important,  candidates 
must  love  telling  a  g(X>d  storv  ond  get¬ 
ting  it  first,  right  and  best.  Please  send 
a  cover  letter,  resume  and  clips  to 
Kathy  Best,  metro  editor,  Seattle  Post- 
Intelligencer,  101  Elliott  Avenue  West, 
Seattle,  WA  98119.  You  can  also  send 
information  via  E-mail  to 

kathybesl@seattle-pi.com 


ASSISTANT  EDITOR,  GEORGIA 
MAGAZINE  -  Write  fratures/profiles 
for  award-winning  university  maga¬ 
zine.  Help  produce  news  section,  plus 
photo  acquisition,  edit  research, 
manage  Web  content.  Salary  $30,000 
plus.  Send  resumes,  clips,  cover  letter 
to  Kent  Hannon,  Alumni  House,  UGA, 
Athens,  GA  30602-4370. 


ASSISTANT  EDITOR 

For  nonprofit's  guides  to  public  policy. 
Do  research,  some  writing,  administra¬ 
tion.  Journalism  experience  required. 
Apply  with  2  clips  to  Executive  Editor/ 
Public  Agenda,  6  E.  39th  Street,  New 
York,  NY  10016. 


;  ASSISTANT  PRESENTATION  EDITOR 
I  needed  to  help  supervise  1 1  -member 
I  desk  responsible  (or  design,  pagina¬ 
tion,  photos  and  graphics  (or  31,000 
I  AM  daily.  Excellent  opportunity  for  a 
I  first-time  manager.  We're  a  3 1,000 
I  circulation  daily  35  miles  north  of  Indi- 
I  anapolis  dedicated  to  publishing  out- 
I  standing  newspapers  for  readers.  To 
:  apply,  send  letter,  resume  and  work 
I  samples  to  Presentation  Editor  Rick 
Madewell,  The  Herald  Bulletin,  P.O. 
Box  1 090,  Anderson,  IN  4601 5. 


ADVERTISING 


ADVERTISII'^G 


GROW  WITH  LANDON  MEDIA  GROUP 

The  nation's  largest  newspaper  advertising  sales  and  marketing 
company  is  adding  a  Sales  Manager  for  the  CWO&O  Division  of  the 
Landon  Media  Group,  Inc.  in  San  Fransisco.  We  are  seeking  a 
person  who  is  in  tune  with  today's  marketing  strategies  of  national 
manufacturers... someone  who  recognizes  the  strengths  of  daily 
newspapers  in  the  marketplace,  and  who  has  the  vision  to  appreciate 
that  the  development  of  nontraditional  revenue  sources  is  necessary 
to  compete  in  today's  environment:  and  someone  who  would  enjoy 
selling  markets  like  Dallas  Morning  News,  Milwaukee  Journal 
Sentinel,  San  Antonio  Express-News  and  Los  Angeles  Newspaper 
Group.  If  you  have  a  college  degree,  and  have  media  sales  and/or 
agency  or  advertiser  experience,  send  your  r^sum^  and  salary 
requirements  to  Wayne  Kuhn,  CWO&O 
National  Sales  Manager  at: 

Landon  Media  Group,  Inc. 

805  Third  Avenue 
NewYork,  NY  10022 
Fax  (212)  832-8802 
No  phone  calls,  please 


¥ 


LANDON 

MEDIA  GROUP  INC 
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HELP  WANTED 


ASSISTANT  SPORTS  EDITOR 

Assistant  sports  editor  for  30,(XX)-plus 
daily  in  trie  beautiful  Black  Hills  of 
South  Dakota.  Doily  sports  experience 
required.  QuarkXPress  knowledge  a 
plus.  Exciting  college,  prep  sports 
scene.  Send  resume  and  clips  to  Rapid 
City  Journal,  Attn;  Human  Resources, 
507  Main  Street,  Rapid  City,  SD 
57701  or  fox  to  (605)  394-8446. 

Equal  Opportunity  Employer 

ATTENTION  GRADUATES 
Two  talented  writers  needed  as  general 
assignment  reporters  for  NC  weekly. 
Lots  of  variety  in  work  (hard  news, 
features,  meeting  coverage, 
investigative)  and  play  (between  Triad 
and  Triangle  areas  of  state).  Great 
place  for  on-the-job  training  and 
development  of  fundamentals.  First 
year  salary  $1 8,000-$  1 9,(XX).  Send 
resume,  best  clips  to  The  Alamance 
News,  P.O.  Box  43 1 ,  Graham,  NC 
27253. _ 

BEAT  WRITER  WANTED 

The  Times-Picoyune  is  seeking  a  beat 
writer  to  cover  Louisiana  State  Univer¬ 
sity,  one  of  the  most  important  posi¬ 
tions  in  the  department.  Applicants 
should  have  3-5  years  experience,  the 
desire  to  break  news,  the  ability  to 
work  independently  and  the  mindset  to 
Mnerate  enterprise  stories.  If  you  are  a 
thinker,  not  just  a  writer,  send  writing 
samples  (two  deadline  game  stories, 
two  enterprise  stories  and  two  feature 
stories),  a  resume  and  references  to: 

Steve  Rocca,  Sports  Editor 
The  Times-Picoyune 
3800  Howard  Avenue 
New  Orleans,  LA  70 1 25- 1 429 

An  Equal  Opportunity  Employer,  M/F 

BUSINESS  JOURNAUSTS 
What  can  the  Orange  County  Business 
Journal  offer  you? 

•A  desirable  place  to  live  -  the 
southern  California  coast. 

•Great  stories  in  one  of  the  world's  hot¬ 
test  economies.  Orange  County  is  a 
multi-cultural  community  filled  with 
high-growth  companies,  creative  indi¬ 
viduals  and  risk-taking  entrepreneurs. 
•Good  pay,  with  frequent  merit  raises. 
•Excellent  career  development. 

We  are  looking  for  talented  journalists 
to  tell  the  stories  of  the  people  and  com¬ 
panies  building  the  “Tech  Coast.’  We 
are  among  the  nation's  top  local  busi¬ 
ness  weeklies,  often  cited  (and  raided) 
by  national  publications.  Contact 
Editor  Rick  Reirf  at  the  OCBJ,  2600 
Michelson  Drive,  Suite  1 70,  Irvine,  CA 
92612.  Phone  (949)  833-8373.  Fax 
(949)  833-8751 .  reiff@ocbj.com 
vrww.ocb.com 

BUSINESS  REPORTER  needed  for  a 
team  covering  FL's  largest  city.  Must  be 
news-hungry  self-starter  willing  to  go 
beyond  the  surface.  Attitudes  OK.  Con¬ 
tact  Jim  Witters,  The  Business  Journal, 

1 200  Riverplace  Blvd.,  Jacksonville,  FL 
32207.  E-mail  jwetters@jbj.anfKity.com 


_ EDITORIAL _ 

BUSINESS  EDITOR 

The  Olympian  has  an  immediate  open¬ 
ing  for  a  business  editor  to  plan,  edit 
and  write  for  a  daily  section.  We're 
looking  for  an  editor  with  ideas  and 
initiative,  a  strong  news  reporting  back¬ 
ground  and  the  drive  to  understand 
what  makes  a  local  economy  grow  and 
translate  that  to  readers.  Send  resume 
and  clips  to  Vickie  Kilgore,  executive 
editor.  The  Olympian,  1 268  4th  Ave¬ 
nue  East,  Olympia,  WA  98506. 

BUSINESS  REPORTER 
Atlanta  Business  Chronicle  seeks  a 
reporter  to  cover  a  major  industry  in 
one  of  the  U.S.'s  fastest-growing 
markets.  Candidates  should  be 
aggressive  self-starters  who  relish 
breaking  big  stories  every  week. 
Several  years'  business  reporting  expe¬ 
rience  is  preferred.  Send  resume  and 
clips  to  David  Allison,  editor,  Atlanta 
Business  Chronicle,  1801  Peachtree 
Street,  Atlanta,  GA  30309  or  E-mail: 

dallison@amcity.com 

CHICAGO:  Staff  writer  wonted  for 
Chicogo  Lawyer,  a  monthly  news 
magazine  for  the  legal  community. 
Resume,  clips,  cover  letter  to  Donna 
Gill,  415  N.  State  Street,  Chicago,  IL 
60610or  fax  (31 2)644-4255. 

No  calls 

CHILD  VYELFARE  REPORTER 

Are  you  interested  in  one  of  the  best 
beats  on  the  best  paper  in  Iowa?  The 
Quad-City  Times  is  seeking  a  child 
welfare  reporter.  The  position  is  part  of 
our  community  journalism  project  team 
and  requires  innovotive  enterprise 
reporting  that  engages  and  motivates 
people  to  act  on  behalf  of  children.  The 
beat  encompasses  any  and  all  tradi¬ 
tional  beats  that  touch  children.  It  is 
driven  by  issue,  not  meeting  coverage. 
If  you  ore  a  great  reporter,  wonderful 
writer,  and  hove  a  track  record  for  devel¬ 
oping  sources  on  your  beat,  call  us. 
We  U  all  Iowa  daily  papers  in  the 
state  press  association  contest,  includ¬ 
ing  first  place  for  overall  excellence 
and  investigative  reporting.  Please 
send  a  resume  and  work  samples  to 
Mark  Ridolfi  at  mridolfi@qctimes.com 
or  at  the  Quod-City  Times,  500  E.  3rd 
Street,  Davenport,  lA  52801 .  EOE 

COPYEDITOR 

Award  winning  paper  in  exciting  and 
livable  Puget  Sound  area  in  Waking- 
tan  state  seeks  o  sharp,  experienced 
copy  editor.  Successful  candidate  will 
work  on  new,  state-of-the-art  computer 
system  and  be  adept  at  headline  writ¬ 
ing,  layout,  pagination  and  what  it 
takes  to  make  good  stories  better.  Send 
resume,  work  samples  to  Vickie  Kilgor, 
executive  editor.  The  Olympian,  P.O. 
Box  407,  Olympia,  WA  98507. 

CITY  EDITOR:  Goldsboro  News-Argus 
in  eastern  NC  seeks  editor  to  be 
responsible  for  local  coverage  and 
direct  reporters.  Writing,  editing  and 
teaching  skills  essential.  Good  pay  and 
beneh'ts.  Send  resume,  work  samples  to 
Mike  Rouse,  News-Argus,  P.O.  Box 
1 0629,  Goldsboro,  NC  27532. 


_ EDITORIAL _ 

COPY  EDITOR/PAGINATOR 

The  Patriot-News  in  Harrisburg,  PA, 
(102,000  daily/ 160,000  Sunday)  is 
seeking  a  copy  editor/ poginator. 

The  position  requires  editing  local  and 
wire  copy  with  a  view  toward  backup 
wire  desk  responsibilities.  Layout, 
pagination  and  copy-editing  experi¬ 
ence  is  necessary. 

Paginatian  duties  include  designing 
and  paginating  local  section  fronts, 
local  inside  pages  and,  from  time  to 
time,  wire  pages  and  Page  1.  Copy¬ 
editing  duties  include  editing  stories  for 
style  and  comprehensiveness,  plus 
headline  and  photo  caption  writing. 

Candidates  should  have  a  strong  back¬ 
ground  in  copy  editing  and  headline 
writing  as  wrell  as  proven  layout  skills. 

Please  send  resume  and  clips  to: 

Bob  Vucic,  Executive  News  Editor 
The  Patriot-News 

P.O.  Box  2265,  Harrisburg,  PA  1 71 01 

COPY  EDITORS,  are  you  making 
$80,000  a  year?  I  thought  not.  I'm  a 
retired  newspaper  editor  making  $40 
an  hour  copy-editing  book  manuscripts 
for  small  independent  publishers,  of 
whom  there  are  at  least  10,(X)0  in  a 
booming  industry.  If  I  wanted  to  do  this 
full  time  (I  don't)  I  could  make  $80,(X)0 
a  year,  assuming  I  cauld  get  sufficient 
clients.  I  can  put  you  into  this  pipeline 
and  give  you  a  cosh  cow.  Can  be  done 
in  your  spare  time.  I  sell  (1 )  a  test  and 
(2)  a  complete  kit  of  info  that  includes 
a  mailing  list  of  3,000  publishers,  plus 
where  and  how  to  advertise.  (A  perma¬ 
nent  classified  ad  in  a  certain  pub¬ 
lication  is  the  key  to  my  success.)  You 
can  buy  either  or  both.  Write  for 
details  to  Robert  A.  Juran,  20248 
Molalla  Avenue,  #38,  Oregon  City, 
OR  97045.  Questions? 

Call  (503)  655-9255 

ADVERTISING 


_ EDITORIAL _ 

COPY  DESK  EDITOR  -  The  Daily  Times, 
a  30,000  circulation  daily  newspaper 
near  a  major  beach  resort  on 
Maryland's  Eastern  Shore,  is  seeking 
enthusiastic,  detail-oriented  copy  desk 
editors.  Journalism  degree  ana  daily 
newspaper  experience  preferred, 
knowlecm  of  QuarkXPress  and  firm  com¬ 
mand  orlanguage  skills  a  must.  Salary 
commensurate  with  experience.  Send 
resume  and  clips  to  Human  Resources, 
c/o  The  Daily  Times,  P.O.  Box  1 937, 
Salisbury,  MD  21802  or  fax  to; 

(410)742-6142 

DESIGNER:  Award-winning,  well- 
designed  mid-size  Ohio  daily  seeks 
news  page  designer.  Person  must  be  pro¬ 
ficient  in  QuarkXPress,  hove  good 
copy  editing  skills,  and  be  comfortable 
working  under  pressure  of  deadline. 
Here's  your  chance  to  ploy  a  role  in 
Page  1  design,  other  cover  pages. 
Entry  level  designers  considered.  News¬ 
paper  believes  in  bottom-up  manage¬ 
ment,  continuous  training.  Send  resume, 
samples  of  your  work  and  references  to 
Jim  Krumel,  managing  editor.  The  Lima 
News,  3515  Elide  Road,  Lima,  OH 
45802. 

EDITING/REPORTING  POSITION 

Jasper,  Karla  Faye  Tucker.  George  W. 
Bush.  Oprah  on  trial.  Selena.  Only  a 
state  like  Texas  could  hove  so  many 
big  stories.  The  Houston  Chronicle  state 
staff  has  covered  them  all.  Seeking 
energetic  journalist  with  at  least  5 
years  experience  at  daily  or  wire  ser¬ 
vice  for  job  of  assistant  state  editor. 
Job  includes  some  reporting  as  well  as 
editing.  Write  Kit  Frieden,  Houston 
Chronicle,  P.O.  Box  4260,  Houston,  TX 
77210. 

EDITOR  NEEDED.  Will  consider  col¬ 
lege  journalism  graduate.  Russell  Daily 
(Kansas)  News  67665.  Allan  Evans, 
publisher  (785)  483-21 18 


ADVERTISING 


REAL  ESTATE  SALES  MANAGER 

The  Classified  Advertising  Department  of  the  Milwaukee  Journal 
Sentinel  currently  has  an  opening  for  a  Real  Estate  Sales  manager  in 
its  Real  Estate  division.This  person  will  be  responsible  for  supervising 
and  motivating  the  advertising  team,  directing  them  to  obtain  revenue 
goals,  develop  new  accounts,  and  develop  sales  strategies  for  existing 
accounts.  The  ideal  candidate  will  possess  a  B.A.  in  advertising  or  a 
related  field  and  at  least  3-5  years  of  outside  sales  experience,  1-2 
years  of  management/supervisory  experience  is  preferred. 

The  selected  candidate  will  receive  a  very  generous  benefits  package 
to  include:  stock  ownership,  medical,  vision,  dental,  401  (k),  profit 
sharing  and  the  ability  to  advance  within  one  of  Milwaukee's  most 
respected  organizations. 

Send  r6sum6  and  cover  letter  with  position  title,  salary  requirements 
in  confidence  to: 

Human  Resources  Department 
333  W.  State  Street,  Milwaukee,  Wl  53203 
Fax:  (414)  224-2897 

Journal  Sentinel  Inc.  is  an  Equal  Opportunity  Employer 
Supporting  diversity  in  the  workplace 
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HELP  WANTED 


_ EDITORIAL _ 

EDITOR.  Strong  manager  to  guide  cov¬ 
erage  for  award-winning  10,CK)0 
circulation,  twice  weekly.  Growing 
company.  Local  ownership.  Hudson/ 
Berkshires.  Resume,  samples,  salary 
history  to  Vicki  Simons,  Tne  Indepen¬ 
dent,  P.O.  Box  246,  Hillsdale,  NY 
12529. 


EDITOR:  Intertec  Publishing  Corpora¬ 
tion,  a  leading  trade  magazine  pub¬ 
lisher  is  seeking  an  oulming  top  editor 
to  manage  a  health-related  pub¬ 
lication.  Responsible  for  all  magazine 
phases:  supervising  editorial  direction, 
staff  and  deadlines;  magazine  produc¬ 
tion;  serving  as  art  direction  liaison. 
Strong  writing,  planning,  editing  and 
customer  service  required.  Minimum  5 
years  experience  as  top  level  editor. 
Requires  B.A.  in  Journalism,  English  or 
related  field.  A  career  with  Intertec 
offers  challenge,  personal  and  pro¬ 
fessional  growm,  competitive  salory 
and  a  generous  benefits  package.  To 
apply  your  talents,  send  cover  letter 
with  resume,  clips  and  salary  require¬ 
ments  (mandatory)  to  Human 
Resources  Manoger-EP/Editor,  Intertec 
Publishing  Corporation,  P.O.  Box  | 
89B7,MoTibo,CA  90265-8987.  ! 

Fox:  (310)317-0072 
www.intertec.com www.miramar.com 
EOE 


EDITORS,  REPORTERS,  SPORTS 
VYRITERS,  SPORTS  EDITORS  &  PHOTO¬ 
GRAPHERS  needed  for  group  of  south¬ 
central/  southeast  Kentucky  newspa¬ 
pers.  Competitive  pay,  great  benefits, 
scenic  part  of  the  country.  Join  cnhi, 
America's  fastest-growing  newspaper 
company  in  one  of  the  nation's  most 
beautiful  places.  Interested  candidates 
should  send  resumes  and  clips  to: 

R.  Michael  Johnson 
Commonweolth  Journal 
P.O.  Box  859 

Somerset,  KY  42502-0859 


EDUCATION  REPORTER 
If  you  can  put  a  human  face  on  educa¬ 
tion  news  and  dig  up  relevant  stories 
beyond  the  items  on  the  school  board 
agenda,  we'd  like  to  talk  to  you.  You'll 
also  cover  the  health  b^t  for  a 
40,000-plus  daily  in  Victoria,  Texas' 
smallest  metro  area,  in  the  heart  of  the 
Houston/San  Antonio/Corpus  Christi 
triangle.  E-mail  your  resume  to  City 
Editor  Greg  Bowen,  at: 

gbawen@vicad.com  or  call 
(361)574-1224 


_ EDITORIAL _ 

EDITORIAL  WRITER 

The  Greensbaro  News  &  Record,  a 
1 00,000  daily  in  central  North  Caro¬ 
lina,  seeks  an  editorial  writer  who 
thinks  deeply,  reports  thoroughly,  and 
writes  powerfully.  This  writer  must  write 
passionately  and  with  humor,  knowing 
when  to  be  serious  and  when  to  be 
fun. 

This  writer  must  be  willing  to  learn 
about  our  growing  community  and  its 
many  challenges  and  oppartunities. 
This  writer  must  have  a  minimum  af  5 
years  jaurnalism  experience;  strong 
research  skills,  and  the  ability  to  work 
in  a  team-based  environment. 

Application  deadline:  July  2, 1 999 

Send  caver  letter  and  resume,  7  writing 
samples  (preferably  editorials  or  col¬ 
umns)  and  a  one-page  essay  “What 
an  Editorial  Page  shauld  be'  to  Allen 
Johnson,  editorial  page  editor.  News  & 
Record,  200  E.  Market  Street, 
Greensboro,  NC  27420. 


EDUCATION  REPORTER 

The  Times-News,  a  family-owned 
newspaper  in  Erie,  PA  is  searching  for 
a  reporter  for  its  Learning  Team. 

We  want  a  reparter  who  con  go 
beyond  meetings  and  press  releases  to 
tell  our  readers  how  our  schools  are 
working  and  how  graduates  are  faring 
in  the  workplace  and  in  higher  educa¬ 
tion.  We  want  somebody  who's  as 
skilled  at  deciphering  camplex  school 
budgets  as  they  are  in  telling  our 
readers  how  education  affects  students, 
parents,  taxpayers  and  employers. 

Candidates  should  have  two  to  three 
years  daily  newspaper  experience,  not 
necessarily  on  an  education  beat.  We 
offer  a  competitive  compensation 
package  and  the  chance  to  have  an 
immediate  and  lang-term  impact  on 
our  newspapers.  Please  send  a  letter 
detailing  your  background,  resume 
and  samples  af  yaur  best  work  to: 

Tony  Pasquale 
Times  Publishing  Company 
205  West  1 2th  Street 
Erie,  PA  16534 

(814)  870-1712 


_ EDITORIAL _ 

EXECUTIVE  EDITOR 

The  TDN  Publishing  Company,  pub¬ 
lishers  of  the  Troy  Daily  News-TDN 
Net,  an  award  winning  Pulitzer 
Information  Company,  is  seeking  an 
experienced  Executive  Editor  to 
manage  all  news  and/content  aspects 
of  our  Daily  and  Sunday  Newspapers, 
as  well  as,  our  specialty  publications, 
special  sections,  Columbus  Bureau, 
and  Internet  site.  We  seek  a  highly 
motivated  and  competitive  community 
journalist  witn  exceptional  manage¬ 
ment,  communication,  and  design 
skills.  A  full  understanding  of  com¬ 
munity  journalism  complemented  by  out¬ 
standing  leadership  skills  is  a  must. 

COPY  EDITOR/GENERAL  WRITERS/ 
REPORTERS 

The  TDN  Publishing  Company  is  also 
seeking  experienced  Copy  Editors/ 
General  Writers  and  Reporters  to  work 
in  the  news  and  sports  departments  for 
our  daily  and  Sunday  Newspapers,  as 
well  as  our  specialty  publications, 
special  sections,  and  Internet  site. 
Experience  with  QuarkXPress,  and 
Adobe  Photoshop  are  essential.  Expe¬ 
rience  with  Baseview  software  would 
be  a  plus.  We  seek  creative  applicants 
who  can  keep  pace  in  a  competitive 
newspaper  environment.  Writing/ 
editing  skills  and  an  interest  in  details 
and  graphics  are  also  very  important. 

TDN  offers  an  excellent  working 
environment,  progressive  technology 
and  an  excellent  benefits  program  j 
including  401  (k)  and  ESPP. 

Please  send  resume  and  salary  require¬ 
ments  to: 

TDN  Publishing  Company, 

A  Pulitzer  Community  Newspaper 
Attn:  Human  Resources  A4anager 
224  South  Market  Street 
Troy,  OH  45373 
jnormandin@pulitzer.net 

FEATURES  EDITOR 

Meredith  Corporation's  Family  Money 
magazine  seeks  a  warld-class  Features 
Editar  to  generate  story  ideas,  help 
plan  issues,  and  assign,  edit,  and  write 
lively,  authoritative  stories  about 
families  and  maney. 

B.A.  plus  at  least  5  years  of  reporting, 
writing,  and  magazine  ar  newspaper 
editing  experience  required.  A  strong 
interest  in  personal  finance  is  essential, 
as  are  enthusiasm,  creativity,  and 
experience  working  with  freelancers. 

Location:  Des  Moines,  lA 

Visit  our  Career  page  at 
www.meredith.cam  or  call  our  Jobline 
at  (888)  424-2562  for  more  details  on 
this  exciting  opportunity. 

Send  cover  letter,  resume  and  samples 
to  J.  Longer,  Meredith  Corporation, 
Staffing  Services,  Department  51 5, 1 71 6 
Locust  Street,  Des  Moines,  lA  50309- 
3023,  Fox  (51 5)  284-2958.  EOE 

MEREDITH  CORPORATION 


_ EDITORIAL _ 

EXPERIENCED  REPORTER 

The  Observer-Dispatch  in  Utica,  NY,  a 
50,000  Gannett  daily,  is  looking  for  a 
hard-hitting,  passionate  and  productive 
reporter  to  cover  a  community  news 
beat.  At  least  two  years  of  daily  expe¬ 
rience  is  a  must;  computer-assisted 
reporting  knowledge  is  a  plus.  Please 
send  resume  and  half-dozen  samples 
of  your  best  work  to  Rick  Jensen, 
editor,  Observer-Dispatch,  221 
Oriskany  Plaza,  Utica,  NY  1 3501 .  We 
value  diversity. 

FINANCIAL,  nationally  recognized 
online  site,  www.financialweb.com/ 
corporate/employment.osp 


GROWING  REGIONAL  PAPER  in 
Southside  VA  is  looking  for  someone  to 
supervise  our  newsroom  at  night.  We're 
looking  for  someone  with  about  5 
years  experience  to  edit  local  copy  and 
coach  young  reporters.  This  person  will 
manage  the  copy  desk.  Send  resumes 
to  Danville  Register  &  Bee,  P.O.  Box 
331 ,  Danville,  VA  24543  or  E-mail: 
jbuchanan@registerbee.com 


HIGH  SCHOOL  SPORTS  WRITER 
WANTED 

The  Times-Picoyune  is  seeking  a  high 
school  sports  writer.  Applicants  should 
have  1  -2  years  of  experience,  be  able 
to  write  good  “people"  stories,  work 
independently  and  be  a  thinker  who 
generates  enterprise  ideas.  If  you  are 
more  than  just  a  writer,  send  writing 
samples,  a  resume  and  references  to: 

Steve  Rocca,  Sports  Editor 
The  Times-Picoyune 
3800  Howard  Avenue 
New  OHeans,  LA  701 25-1429 

An  Equal  Opportunity  Employer,  M/F 

ILLINOIS  AgriNews  has  a  full-time 
opening  for  a  Field  Editor  to  work  in 
LaSalle,  IL.  Seeking  experienced 
reporter,  recent  journalism  or 
agriculture  communication  graduate. 
Agriculture  background  desirable  but 
not  required.  Photo  experience  a  plus. 
Car  required.  Fax  or  mail  resume  and 
writing  samples  to  Warren  Pufahl, 
Illinois  AgriNews,  420  Second  Street, 
LaSalle,  IL  61301.  Fax;  (815)  223- 
5997.  E-mail;  agrinews@theramp.net 

UBRARIAN 

Investor's  Business  Daily,  the  nation's 
fastest  growing  daily,  seeks  individual 
to  help  buila  and  manage  a  new 
electronic  archive  and  other  newsroom 
resources  for  the  Los  Angeles-based 
paper.  Newspaper  or  magazine  expe¬ 
rience  required.  Should  be  familiar 
with  government  databases,  Lexis- 
Nexis,  the  Internet.  Fax  resume  to 
Susan  Warfel,  managing  editor,  at 
(310)  577-7350.  Please  call  (310) 
448-6373  to  confirm  receipt  of  fax. 

MEXICAN  FINANCIAL  NEWSPAPER 
seeks  bilingual  reporter  for  Los  Angeles 
bureau  to  cover  business,  politics, 
trade,  etc.  Will  write  in  English  and 
Spanish.  Resume  and  five  clips  to 
Carlos  Manns,  2300  S.  Broadway,  Los 
Angeles,  CA  90007.  Or  Fox: 

(213)747-2489 


ADVERTISING 


ADVERTISING 


VICE  PRESIDENT,  ADVERTISING  SALES 


Senior  sales  management  position  with  leading  national  media  brand. 
Proven,  category  dominant  publications  and  online  products. 
Experienced  director  for  team  of  nationwide  sales  professionals. 
Strong  current  advertising  base  plus  big  opportunities  for  category 
growth.  This  challenging  position  requires  significant  senior 
management  experience,  budgeting  and  forecasting  skills  and  proven 
track  record  of  achievement  in  a  large,  sophisticated  consumer  media 
sales  environment.  Company  and  position  in  Washington,  DC. 
Excellent  compensation  and  benefits  include  high  salary  and  bonus 
offerings.  Principals  only  please  apply. 


For  consideration  please  apply  to 
Box  08863,  Editor  &  Publisher 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

LOCAL  NEWS  EDITOR 
Immediate  opening  For  a  skilled 
newsperson  to  direct  one  of  three 
teams  of  metro  reporters  at  the 
Pensacola  News  Journal  (60,000 
doily;  82,000  Sunday),  o  Gonnet 
newspaper  located  on  Florida's  beauti¬ 
ful  Gulf  Coast.  Good  planning  and  line 
editing  skills  essential.  You  will  direct 
news  coverage,  enterprise  and  project 
work  and  most  importantly  help  lead 
our  newsroom,  coaching  reporters  and 
contributing  your  ideas  to  our  award¬ 
winning  coverage.  Send  resume,  cover 
letter  and  work  samples  to  Michael 
Ryan,  managing  editor,  Pensacola 
News  Journal,  P.O.  Box  12710, 
Pensacola,  FL  32574.  The  News 
Journal  values  and  encourages 
workplace  diversity. 

MADISON,  Wl  -  based  monthly  trade 
magazine  serving  owners/operators  of 
sport,  recreation  and  fitness  venues 
seeks  managing  editar.  Candidates 
must  relocate  and  be  knowledgeable 
about  the  business  of  sport  and  able  to 
handle  variety  of  tasks:  writing, 
proofreading,  creating  a  dummy  and 
representing  the  magazine  at  trade 
shows.  Must  be  organized,  well-read, 
and  eager  to  learn  about  the  readers 
and  advertisers  we  serve.  Send 
resume,  samples  and  letter  describing 
your  sports  background/interests,  and 
salary  requirements  to  ABP,  4130  Lien 
Rood,  Madison,  Wl  53704. 


NEED  RISING  STARS  -  The  Observer 
Group,  publisher  of  three  weeklies  in 
Sarasota,  FL  seeks  the  following: 
Longboat  Observer  -  Managing  Editor; 
Arts/Entertainment  Editor;  GA  Reporter. 
Eost  County  Observer  -  News/ 
Government  Reporter;  Feature  Writer. 
Gulf  Coast  Business  Review  -  Manag¬ 
ing  Editor;  Business  Writer.  Resumes  to 
M.  Walsh,  Box  8100,  Longboat  Key, 
FL  34228;  Fox  (941 )  383-71 93; 

_ E-mail  longbootOsunline.net _ 

NEWS  EDITOR.  The  Okeechobee 
News  also  has  an  opening  For  a  news 
editor.  The  duties  include  planning  cov¬ 
erage  for  a  small  7-day  daily;  leading, 
assigning,  editing  and  coaching  the 
reporting  staff;  loosing  stories  and 
photos  tor  page  one,  the  national/ 
international  page  and  the  sports 
page,  plus  some  writing  and  photog¬ 
raphy.  The  position  requires  some  eve¬ 
ning  and  weekend  work.  Progressive 
community-oriented  company  with 
good  benefits  package  including  health 
dental  coverage,  generous  time  off 
policy  and  room  for  advancement. 
Reply  to  Katrina  Elksen,  Okeechobee 
News,  P.O.  Box  639,  Okeechobee,  FL 
34973,  or  FAX  (941 )  763-5901  or 
E-mail  okeenews@okeechobee.com 


NORTHWEST  20,000-CIRCULATION 
daily  is  looking  to  expand  its 
newsroom.  Potential  positions  From 
reporter  to  the  newsroom's  top  spot. 
Seeking  experienced  journalists  who 
can  add  energy,  innovation  and  lead¬ 
ership.  Ability  to  communicate,  work 
and  live  in  a  community  based  on  an 
outdoors  lifestyle  and  Family  values 
essential.  Salaries  commensurate  with 
experience.  Send  cover  letter,  resume 
and  salary  history  to  Box  08850, 
Editor  &  Publisher. 


_ EDITORIAL _ 

NEWS  EDITOR:  Award-winning 
Mobridge  Tribune,  SD's  largest  weekly. 
Strong  writing,  photography  skills. 
$25,000  plus  full  benefit  package.  Call 
Larry  Atkinson,  (800)  594-941 8. 


NEWS  EDITOR 

The  Lima  News  seeks  applicants  to 
oversee  selection  and  design  of  news 
content  for  this  aggressive  community- 
oriented  AM  (36,000  d,  47,000  S) 
that  serves  a  nine-county  area  of 
Northwest  Ohio. 

The  person  chosen  will  continue  the 
tradition  of  training  and  challenging  a 
skilled  graphics,  design  and  editing 
team  of  journalists  for  our  print  and 
online  editions.  This  hands-on  night 
charge  editor  must  be  a  copy  editor 
and  page  designer  who  can 
coordinate  staff  schedules  with  desk 
needs,  use  our  wire  services  and  syn¬ 
dicates  fully  and  effectively,  and  be 
able  to  quickly  focus  on  and  resolve 
nightly  challenges  as  they  arise  in 
order  to  meet  deadlines. 

The  News  Editor  will  help  continue  the 
associate  development  process  that  is 
the  backbone  of  excellence  at  The  Lima 
News,  by  providing  desk  staff  with 
clear,  appropriate  instructions  and 
feedback.  To  foster  the  paper's 
goodwill  and  to  build  team  efforts,  the 
successful  candidate  will  work  well  with 
other  section  editors  and  non-news 
departments,  and  react  courteously 
and  professionally  with  readers. 

Qualified  applicants  will  have  a  mini¬ 
mum  5-7  years  af  daily  newspaper 
experience,  including  3  years  in  man¬ 
agement.  QuarkXPress,  Windows  and 
Word  skills  essential.  Shifts  involve 
night  hours  and  some  weekends. 

Submit  your  resume,  a  cover  letter  out¬ 
lining  your  management  experience 
and  leadership  style,  what  you  would 
bring  to  our  newsroom  and  what  you 
would  want  to  learn,  and  copies  of  6 
recent  doily  editions  to  Ray  Sullivan, 
editor.  The  Lima  News,  3515  Elida 
Road,  Lima,  OM  45802.  E-mail  ques¬ 
tions  to  rsullivan@limanews.com 
No  phone  calls,  please 

PAGE  DESIGNER 

The  Post-Tribune  of  Northwest  Indiana 
is  seeking  a  page  designer  with  a 
creative  flair  and  a  solid  background 
in  copy  editing.  Excellent  word  and 
grammar  skills  a  must.  The  Post- 
Tribune  is  on  award-winning  65,000 
circulation  daily  located  just  35  miles 
southeast  of  Chicago.  Send  resumes/ 
clips  to  Stephen  Snelgrove,  managing 
editor.  The  Post-Tribune,  1065 
Broodway,  Gary,  IN  46402. 


PAGE  DESIGNERS:  We're  looking  for 
2  page  designers  with  strong  editing 
skills  for  our  7-member  universal  desk. 
You'll  design  and  edit  news.  Feature 
and  sports  pages  -  insides  and  covers. 
Strong  QuarkXPress  skills  needed; 
Freehand  and  Photoshop  experience 
preferred.  Salary  based  on  experience. 
Resume,  samples  to  Rick  Madewell, 
The  Herald  Bulletin,  P.O.  Box  1090, 
Anderson,  IN  4601 5. 


_ EDfTORIAL _ 

PAGE  DESIGN 

Sports  Department  at  Louisiana's 
fastest  growing  daily  newspaper  is 
seeking  a  page  design  individual  to 
create  award-winning  section  pages 
and  direct  special  projects.  Experience 
preferred  in  Macintosh,  QuarkXPress, 
Adobe  Photoshop,  Adobe  Illustrator 
and  FreeHand  in  a  daily  deadline  set¬ 
ting.  Must  have  an  eye  For  new  ideas 
and  approaches,  as  well  as  the  ability 
to  work  efficiently  on  deadline.  Knowl¬ 
edge  of  sports  is  an  advantage.  We 
offer  a  competitive  salary  and  excellent 
benefit  package.  Contact  Sports  Editor, 
Bruce  Brown  at  (31 8)  289-6356  or 
E-mail  bruceb@theaclvertiser.com  to  dis¬ 
cuss  possibilities. 


REPORTERS  and  EDITORS  needed  at 
aggressive  Northern  Virginia  daily  in 
the  Media  General  chain.  Apply  ta 
Ellen  Mitchell,  Potomac  News,  P.O. 
Box  2470,  Woodbridge,  VA  221 93. 


_ EDiTORIAL _ 

THE  PEKIN  DAILY  TIMES,  an  award¬ 
winning  15,000  six-day  Zone  5  daily 
near  Peoria,  IL,  needs  two  reporters 
and  an  assistant  city  editor. 

We  seek  highly-motivated,  detail- 
oriented  people  with  excellent  gram¬ 
mar  and  punctuation  skills. 

Reporters  are  needed  ta  cover  the  locol 
police  and  courts  beat  and  a  beat  that 
covers  local  agriculture,  business  and 
county  government. 

Our  new  assistant  city  editor  will  han¬ 
dle  wire  copy  and  prosfreading,  be 
responsible  (or  handling  electronic 
downloads  and  maintain  the  newspa¬ 
per's  Web  site. 

Applicants  may  be  recent  graduates  or 
veteran  journalists.  Superior  English 
and  writing  skills  are  a  must.  A 
Master's  degree  in  journalism  or 
related  Field  is  preferred  but  not 
required.  Send  resume,  writing  sam¬ 
ples  and  salary  requirements  to  Editor 
Joel  Steinfeldt,  Daily  Times,  P.O.  Box 
430,  Pekin,  IL61555. 


EDITORIAL 


EDITORIAL 


New^mes 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news  and  features, 
restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San  Francisco, 

Los  Angeles,  Cleveland  and  St.  Louis.  Our  stories  inform 
and  entertain  readers,  provoke  strong  reactions,  and 
win  national  awards.  We  are  accepting  applications 
now  for  the  following  fulltime  editing  positions 
(the  interview  process  will  include  a  test); 

MANAGING  EDITOR 
PHOENIX,  HOUSTON  AND  CLEVELAND 

This  position  requires  fine  writing  and  editing  skills  and 
the  ability  to  help  staffers  produce  superior  stories.  The 
managing  editor  also  supervises  the  day-to<lay  operations  of 
the  editorial  department.  Houston  candidates  should  have 
a  strong  feature/arts  background:  Phoenix  candidates  should 
be  well  grounded  in  news;  Cleveland  applicants  must  have 
experience  in  both  features  and  news. 

ASSOCIATE  EDITOR 
FT.  LAUDERDALE 

We  are  looking  for  an  editor  with  a  strong  news  background 
who  can  craft  a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 

LOS  ANGELES,  DENVER  AND  FT.  LAUDERDALE 

This  job  entails  planning/editing  a  music  section,  hiring  freelancers 
and  writing  a  local  music  column  as  well  as  norvmusic  features. 

New  Times  offers  competitive  salaries  and  benefits. 
Interested  candidates  should  send  cover  letter, 
resume  and  clips  to; 

Christine  Brennan 
Executive  Managing  Editor 
P.O.  Box  5970 
Denver,  CO  80217 

To  leant  Rwre  aboirt  Naw  TlmM,  vistt  our  iiwbste  at  wwMMwUiiMsxain. 
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_ EDITORIAL _ 

PHOTOXXJRNAUST  NEEDED 
INRALEIGH-DURHAM,NC 

The  News  &  Observer,  a  165,000 
daily  and  209,000  Sunday  paper  in 
the  Dooming  Triangle  region  of  North 
Carolina  is  looking  for  a  talented, 
motivated  and  project-driven  photo- 
journalist  to  fill  a  full-time  staff  position. 
We're  looking  for  someone  with  a 
unique  photographic  vision,  excellent 
journalistic  skills  and  a  desire  to  push 
the  visual  envelope.  The  successful 
applicant  will  have  a  minimum  of  five 
years  experience. 

Join  a  top  notch  staff  of  15  photo- 
journalists,  three  picture  editors  and 
tour  digital  image  technicians  in  a 
department  that  is  moving  to  the  next 
level.  Looking  for  a  great  newspaper  in 
a  great  place  to  live?  This  is  it!  Send 
resume,  references,  portfolio  and 
autobiography  telling  us  who  you  are, 
whot  drives  you,  why  you're  a  photo¬ 
journalist  and  what  you  want  in  your 
future  career  and  life  to: 

Bonnie  Jo  Mount 
Director  of  Photography 
The  News  &  Observer 
21 5  S.  McDo>well  Street 
Raleigh,  NC  27601 


REPORTER,  PHOTOGRAPHER  OPEN¬ 
INGS:  The  Altoona  Mirror  (35,000  dai¬ 
ly/43,000  Sunday)  is  seeking  a 
reporter  and  photographer  to  join  our 
growing  newsroom.  Submit  cover  let¬ 
ter,  resume,  clips  and  references  to 
Mike  Bieger,  managing  editor,  Altoona 
Mirror,  301  Cayuga  Avenue,  Altoona, 
PA  16602. 


EDITORIAL 


_ EDITORIAL _ 

PUBUCATIONS  COORDINATOR 

Washington,  DC-based  national  trade 
association  seeks  experienced,  hands- 
on  writer/editor/desktop  publisher 
(with  some  graphic  design  ability)  to 
coordinate  and  produce  internal  and 
external  publications,  brochures  and 
other  communication  tools.  Will 
manage  contract  for  production  of 
association's  bimonthly  magazine  and 
assist  in  preparing  biweekly  newsletter, 
news  releases  and  administering 
awards  programs.  Competitive  salary, 
excellent  benefits.  Send  resume,  salary 
history  to  Box  08861,  Editor  &  Pub¬ 
lisher _ 

REPORTER  WANTED:  3-year-old,  Ann 
Arbor,  Michigan-basM  Catholic 
newspaper  seeking  experienced 
reporter.  High  level  of  organizational 
skills,  initiative  and  strong  sense  of 
mission  required.  Knowledge  of  Win¬ 
dows  95  helpful.  Salary  dependent  on 
experience.  Submit  your  resume  and 
letter  of  intent  to  Credo  Newspapers, 
Attn:  Clare,  P.O.  Bax  504,  Ann  Arbor, 
Ml  48 1 06  or  Fax  to  (734)  930-31 79. 

REPORTER/PHOTOGRAPHER 
The  Okeechobee  News  has  an  opening 
for  a  general  assignment  reporter- 
photographer  for  a  small  7-day  daily. 
The  position  requires  some  evening 
and  weekend  work.  Progressive  com¬ 
munity-oriented  company  with  good 
benefits  package  including  health  and 
dental  coverage,  generous  time  off 
I  policy  ond  room  for  advancement. 

I  Reply  to  Katrina  Elksen,  Okeechobee 
!  News,  P.O.  Box  639,  Okeechobee,  FL 
1  34973  or  FAX  (941 )  763-5901  or 
I  E-mail  okeenews@okeechobee.com 


EDITORIAL 


EDITOWIAt 


Dow  Jones  Newswires,  a  global  leader 
in  business  news  coverage  has  openings 
for  business  and  financial  reporters 
in  two  locations: 

MIAMI.  FL  &  JERSEY  CITY,  NJ 


BUSINESS  REPORTERS 

We  are  presently  seeking  aggressive  Reporters  with  several  years 
experience  to  cover  breaking  news  of  national  significance  and 
report  iivdepth  on  companies  and  regional  developments.  These 
jobs  combine  real-time  news  reporting  with  detailed,  enterprise 
coverage.  Previous  financial  reporting  experience  preferred  but 
not  required. 

We  offer  responsible  positions  with  a  prestigious  publisher,  diverse 
career  advancement  opportunities  (including  overseas  assignments), 
competitive  salaries  and  regularly  recognized  outstanding  bene¬ 
fits  programs. 

Send  a  dozen  of  your  best  clips,  resume  and  cover  letter  to: 

DOW  JONES  NEWSWIRES 
Debra  CalHT 

Haiborside  Financial  Center 
800  Plaza  TWo 
Jersey  City,  NJ  07311-1199 
Rut:  201-93»4466 
Email:  debra.callff@dow|ones.com 
www.dj  .com/careers 

No  phone  calls  please.  EOE,  M/F/D/V 


_ EDITORIAL _ 

REPORTER:  The  Gainesville  (Fla.)  Sun, 
a  NYT  Regional  daily,  is  looking  for  a 
strong  writer  with  experience  covering 
government  and  in  investigative  report¬ 
ing.  Send  resume,  clips  to  Matt  Reed, 
P.O.  Box  147147,  Gainesville,  FL 
32614-7147,  Fax:  (352)  338-3128, 
call  Matt  Reed,  (352)  374-5093  or 
E-mail  Reedm@Gvillesun.com 


REPORTER 

The  Indiana  Lawyer,  a  statewide  legal 
publication,  needs  a  reporter  for 
supreme  court  and  court  of  appeals 
beat.  Two  years'  experience  and 
strong  reporting  and  writing  skills 
required.  Send  resume  and  clips  to 
Scott  Olson,  editor.  The  Indiana  Law¬ 
yer,  41  E.  Washington  Street,  Suite 
200,  Indianapolis,  IN  46204. 


ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
j  explore  the  issues,  events  and 
I  personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
i  between  magazine-style  reporting  and 
I  the  hurried  fact-finding  of  daily 
{  papers,  if  your  copy  is  os  much  a 
I  pleasure  to  read  as  it  is  well 
I  researched,  we  want  to  hear  from  you. 

There  are  immediate  openings  for 
[  news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 

employees  with  young  families.  We 
offer  competitive  salaries  and  bene¬ 
fits... and  all  the  space  you  need  to  put 
!  the  news  in  perspective  and  tell  a  good 
story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 

I  Executive  A4anaging  Editor 

j  New  Times,  Inc. 

I  P.O.  Box  5970 

!  Denver,  CO  80217 

j  Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SENIOR  EDITOR 

I  Safari  Club  International  seeks  strong 
‘  editor/ writer  to  manage  editorial  pro¬ 
duction  of  its  membership  magazine, 
from  soliciting  articles  to  proofing 
bluelines.  Hunting  and/or  wildlife 
management  experience  preferred. 
Minimum  3  to  5  years  experience  as 
staff  editor  in  deadline-driven  environ¬ 
ment.  Journalism  degree  or  equivalent 
preferred.  Send  resume  to  4800  West 
Gates  Pass  Road,  Tucson,  AZ  85745 
or  fax  to  (520)  622-1205. 


_ EDITORIAL _ 

SAFARI  CLUB  INTERNATIONAL  seeks 
a  managing  editor  to  plan,  write,  and 
edit  its  prestigious  hunting  pub¬ 
lications.  Must  have  extensive  experi¬ 
ence  and  a  broad  knowledge  of  hunt¬ 
ing.  Salary  range  $45-55K.  Send 
resume  to  Safari  Magazine,  Human 
Resources,  4800  West  Gates  Pass 
Rood,  Tucson,  AZ  85745. 


SIDE  DESK  POSITION  monthly  interna¬ 
tional  trade  publication  in  Zone  4. 
Copy-editing,  pagination,  production. 
Photoshop,  graphics  and  illustration 
skills.  Assist  with  special  projects.  Fax 
resume  to  News  Editor 

(904)  791 -8836  or 
E-mail  gburrows@shippers.com 


SPORTS  DESIGNER 

The  Naples  Daily  News,  a  60K  daily 
on  Florida's  beautiful  southwest  coast, 
is  seeking  a  sports  page  designer  and 
copy  editor  who  can  make  our  sports 
poges  sing.  Send  resume,  clips  and 
names  and  telephone  numbers  of  3 
references  to  Bill  Blanton,  ME,  Naples 
Daily  News,  1075  Central  Avenue, 
Naples,  FL  34102.  E-mail: 

whblanton@naplesnews.com 


SPORTS  EDITOR 

The  Newport  (Rl)  Daily  News  seeks  a 
sports  editor  to  lead  a  talented  3- 
person  staff.  In  addition  to  local  high 
school,  college  and  vouth  sports,  we 
cover  world-class  sailing,  professional 
tennis  at  the  International  Tennis  Hall  of 
Fame,  polo,  tournament  croquet, 
beach  volleyball  and  nearly  everything 
else.  Our  sports  editor  runs  the  desk, 
makes  assignments,  designs  and 
paginates  pages,  and  writes  about 
sports  in  an  exciting  small  city  with  an 
international  reputation.  You'll  be  part 
of  a  management  team  dedicated  to 
excellence.  Competitive  salary  and 
benefits.  Knowledge  of  QuarkXPress 
essential.  Send  writing  and  design  sam¬ 
ples  and  a  letter  about  yourself  to 
David  B.  Offer,  editor.  The  Newport 
Daily  News,  101  Malbone  Road, 
Newport,  Rl  02840.  No  phone  calls, 
please. 


SPORTS  OPPORTUNITY  -  The  Sentinel, 
a  16,000  7-day  dailv,  seeks  a  sports 
editor  to  leod  its  staff  of  3  full-timers 
and  6  part-timers.  The  paper  provides 
the  technology  and  space  for  excellent 
coverage  with  a  focus  on  preps,  Penn 
State  Football  and  minor  league,  soc¬ 
cer,  baseboll  and  hockey.  We  cover 
14  high  schools,  all  PSU  grid  games 
and  put  together  weekly  Football  and 
auto  racing  tabs  during  their  seasons 
and  publish  on  the  Web.  Strong 
copyediting  and  QuarkXPress  skills 
essential.  Management  experience  a 
plus.  Send  resume  and  non-returnable 
clips  to  Carol  Talley,  editor.  The  Sen¬ 
tinel,  P.O.  Box  130,  Carlisle,  PA 
17013.  Learn  more  about  us  and  our 
community  at  our  sites: 

www.cumbedink.com 

www.PSUFootballNews.com 


THE  PULITZER-WINNING  Point  Reyes 
Light  seeks  entry-level,  general- 
assignment  reporter.  Weekly  on  coast 
40  miles  from  San  Francisco.  Fax 
resume  and  clips  to  (41 5)  663-8458. 
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SPORTS  PAGE  DESIGNER 
The  Post-Tribune  of  Northwest  Indiana 
is  seeking  a  sports  page  designer  with 
a  creative  flair  and  solid  background 
in  copy  editing.  Excellent  word  and 
grammar  skills  a  must.  Pagination  and 
layout  skills  a  plus.  The  Post-Tribune  is 
an  award-winning  65,000  circulation 
daily  located  just  35  miles  southeast  of 
Chicago.  Send  resumes/clips  to  Jeff 
Mayes,  sports  editor.  The  Post-Tribune, 
1 065  Broadway,  Gary,  IN  46402. 

SPORTS  REPORTER 

The  Post-Tribune  of  Northwest  Indiana 
is  seeking  a  sports  reporter  with  a 
passion  for  preps  and  competition.  The 
Post-Tribune  is  an  award-winning 
65,000  circulation  daily  located  just 
35  miles  southeast  of  Chicago  in  a  two 
newspaper  market.  Our  focus  is  on 
prep  sports  but  we  also  cover  Purdue, 
Notre  Dame,  Valparaiso  and  Indiana 
University.  Experience  preferred  but  we 
will  consider  recent  graduates.  Send 
resumes/clips  to  Jeff  Mayes,  sports 
editor.  The  Post-Tribune,  1065 
Broodway,  Gary,  IN  46402. 

STATES  NEWS  SERVICE  in  Washing¬ 
ton,  D.C.  has  openings  for  five 
reporters  to  cover  the  states  in  the  capi¬ 
tal  Enterprise  reporting  a  must.  Apply 
to  Editor,  States  News  Service,  1331 
Pennsylvania  Avenue,  NE,  Suite  524, 
Washington,  D.C.  2(XX)4.  EOE 
E-mail  edilor@states.com 


TALENTED  REPORTERS,  MANAGING 
EDITOR  AND  SPORTS  EDITOR  needed 
for  Northwest  Arkansas  Newspaper 
War!  Good  Pay,  great  benefits,  and 
lots  of  fun!  If  you  love  the  thrill  of  com¬ 
petition,  call  Community  Publishers, 
Inc.  at  (501)  271-3743  or  fax  your 
cover  letter  and  resume  to: 

(501)271-3788  EOE 

THE  ST.  JOSEPH  NEWS-PRESS,  an 
award-winning  newspaper  in  North¬ 
west  Missouri,  is  hunting  for  an 
agriculture  reporter.  The  desired  can¬ 
didate  will  be  familiar  with  agricultural 
issues  in  the  Midwest  and  will  have  a 
familiarity  with  the  hog  industry.  Can¬ 
didates  should  have  two  years  experi¬ 
ence,  though  talented  beginners  will  be 
considered.  Send  a  resume  with  eight 
clips  to  Robyn  Davis,  Business  Editor, 
St.  Joseph  News- Press,  P.O.  Box  29, 
St.  Joseph,  MO  64502. 


i _ EDITORIAL _ 

TRANSPORTATION  REPORTER 

The  Las  Vegas  Review-Journal,  a 
1 65,000  circulation  daily  in  the  fastest 
growing  metro  area  in  the  country,  is 
seeking  a  reporter  with  at  least  three  to 
five  years  or  daily  newspaper  experi¬ 
ence  for  a  newly  created  transportation 
beat.  Responsibilities  would  include 
traffic,  mass  transit,  road  construction, 
air  quality,  and  other  environmental 
issues  related  to  traffic,  in  addition  to 
growth-related  policies  and  politics. 
Should  be  well  versed  in  computer 
reporting  techniques.  Send  cover  letter, 
clips  and  resume  to  Annette  Caramia, 
city  editor.  Las  Vegas  Review- Journal, 
P.O.  Box  70,  Las  Vegas,  NV  89125- 
0070. _ 

WANTED:  Sports  writer  to  cover  high 
school  sports  scene  for  the  Fairbanks 
Daily  News-Miner.  Job  includes  gather¬ 
ing  information  to  write  previews, 
gome  stories  and  features  for  six  major 
schools  and  many  as  20  smaller 
schools.  Organize  info  and  stats  for 
weekly  prep  page.  Assists  in  coverage 
of  other  sports  events.  Must  be  able  to 
communicate  well,  have  solid  writing 
skills  and  a  good  sense  of  humor.  Send 
resume  ancT clips  to  Bob  Eley,  sports 
I  editor,  FDNM,  P.O.  Box  70710 
Fairbanks,  AK  99707-071 0  by 
I  June  25. 

WE'RE  LOOKING  for  a  copy  editing 
pro  for  a  15-member  Universal  Desk, 
someone  with  the  language  skills, 
headline-writing  creativity  and 
meticulous  nature  to  raise  the  stan¬ 
dards  at  a  strong,  medium-sized  PM 
(and  Sunday)  daily.  Send  a  letter  tell¬ 
ing  us  why  that's  you  to  Joe  Distelheim, 

I  editor.  The  Huntsville  Times,  2317  S. 

!  Memorial  Parkway,  Huntsville,  AL 
:  35801 . _ 

WHEN  IT  COMES  to  reporting  and 
writing,  our  favorite  words  include: 

I  impartiality,  diligence  and  panache. 

We  seek  freelance  correspondents  with 
j  parallel  skills  and  commitments.  Cover 
j  education  for  an  international  newslet- 
I  ter  with  high  standards.  Competitive 
I  rates.  Imm^iate  assignments  if  you 
I  qualify.  Send  3  clips,  cover  letter  plus 
I  resume  to  P.O.  Box  568,  Floral  Park, 

I  NY  11002-0568. 


I  _ EDITORIAL _ 

I  WESTERN  STATES  newspaper  group 
wants  dedicated,  hands-on  editors  who 
thrive  on  the  challenges  of  community 
journalism.  Applicants  for  positions  in 
Zone  8  must  be  able  to  do  it  all:  gen¬ 
erate  assignments,  coach  young 
reporters,  edit  copy  and  paginate.  This 
is  an  opportunity  for  a  journalist  with 
desk  or  reporting  experience  to  make 
the  first  move  to  management.  Starting 
salary  in  low- 30s  with  excellent  bene¬ 
fits  package.  Send  resumes,  work  sam¬ 
ples,  references  and  salary  history  to 
Box  08853,  Editor  &  Publisher. 

ENTRY  LEVEL 

ATTENTION  GRADUATES 
Two  talented  writers  needed  as  general 
assignment  reporters  for  NC  weekly. 
Lots  of  variety  in  work  (hard  news, 
features,  meeting  coverage, 
investigative)  and  play  (between  Triad 
and  Triangle  areas  of  state).  Great 
place  for  on-the-job  training  and 
development  of  fundamentals.  First 
year  salary  $1 8,(X)0-$1 9,000.  Send 
resume,  best  clips  to  The  Alamance 
News,  P.O.  Box  431,  Graham,  NC 
27253. _ 

EDITOR  NEEDED.  Will  consider  col- 

I  lege  journalism  graduate.  Russell  Daily 
(Kansas)  News  67665.  Allan  Evans, 
publisher  (785)  483-21 18. 

ILLINOIS  AgriNews  has  a  full-time 
opening  for  a  Field  Editor  to  work  in 
LaSalle,  IL.  Seeking  experienced 
reporter,  recent  journalism  or 
agriculture  communication  graduate. 
Agriculture  background  desirable  but 
not  required.  Photo  experience  a  plus. 
Car  required.  Fax  or  mail  resume  and 
writing  samples  to  Warren  Pufahl, 
Illinois  AgriNews,  420  Second  Street, 
LaSalle,  IL  61301.  Fax:  (815)  223- 
5997.  E-mail:  agrinews@theramp.net 

THE  PULITZER-WINNING  Paint  Reyes 
Light  seeks  entry-level,  general- 
assignment  reporter.  Weekly  on  coast 
40  miles  from  San  Francisco.  Fax 
resume  and  clips  to  (41 5)  663-8458. 


AAARKET1NG 


MARKETING 


consumer  SALES 

The  Orange  County  Register,  a  Pulitzer-prize  winning  newspaper,  is 
seeking  an  Account  Executive  to  increase  circulation  sales  by 
developing  new  markets  and  growing  existing  markets.  The 
successful  candidate  will  possess  at  least  2  years  previous  Outside 
Sales  experience.  Excellent  oral  and  written  communication  skills; 
self-starter  able  to  work  well  in  a  fast-paced,  non-structured 
environment;  ability  to  work  well  with  all  levels  of  management/ 
employee;  detail  oriented  with  excellent  organizational  and  planning 
skills;  computer  literate  in  Word,  Excel,  and  Power  Point;  B.A.  from 
accredited  college  or  university.  Some  weekend  and  evening  work 
may  be  required. 

We  offer  a  competitive  salary,  an  MBO  program,  major  medical  and 
dental  coverage  and  retirement  benefits. 

Cover  letter  and  resume  with  salary  history  should  be  sent  by  June  1 8, 
1999  to: 

Andrea  DeMarco 
Human  Resources 

T  H  T  Y  625  N.  Grand  Avenue 

Ifieaister 


THE  SACRAMENTO  BEE,  a  division  of 
McClatchy  Newspapers  Inc.,  has  o 
senior  finance  position  opening,  report¬ 
ing  to  the  Vice  President  of  Operations. 
The  ideal  candidate  will  have  three  to 
five  years  of  experience  in  a  medium 
to  major  sized  newspaper  in  the  senior 
financial  position  or  will  be  prepared 
to  step  into  that  position.  A  record  of 
accomplishment  of  initiating  and  imple¬ 
menting  change  to  the  finance  area 
and  support  change  in  the  balance  of 
the  newspaper  is  required  along  with 
an  MBA  or  CPA  designation. 

[  Compensation  is  competitive  and  com¬ 
mensurate  with  experience.  Please 
respond  by  sending  a  cover  letter, 
resume  and  salary  requirements  to 
Gerry  Tryhane,  Vice  President  of 
I  Operations,  The  Sacramento  Bee, 
2100  Q  Street,  P.O.  Box  15779, 
Sacramento,  CA  95852  or  E-mail 
these  to: 

gtryhane@sacbee.com 
The  Sacramento  Bee,  an  equal  oppor¬ 
tunity  employer,  is  committed  to  pro¬ 
moting  diversity  within  our  drug  and 
alcohol  free  workplace. 

I  INFORMATION  SYSTEMS 

EDITORIAL  SYSTEMS 
ADMINISTRATOR/TECHNICIAN 

Investor's  Business  Daily,  the  nation's 
fastest  growing  daily,  seeks  individual 
with  computer  hardware  experience 
and  understanding  of  newspaper 
editorial  front-end  and  pagination 
systems,  as  the  L.A.  based  paper 
upgrades  to  state-of-the-art  technology. 
Knowledge  of  Unix,  Windows  NT/95 
required.  Oracle  and  Internet  a  plus. 
Will  need  to  troubleshoot  problems; 
add/change  system  users;  create  and 
test  formats  and  newspaper  design 
changes;  and  coordinate  between 
editorial,  prepress  and  technical 
departments.  Fax  resume  to  Susan 
j  Warfel,  managing  editor,  (310)  577- 
7350.  Please  call  (310)  448-6373  to 
I  confirm  receipt  of  fax. 


MID-WEST  newspaper  group  is  seek¬ 
ing  a  Group  Systems  Manager. 
Responsibilities  will  include  direct 
supervision  of  an  IT  staff,  coordination 
of  business  system  operations  at  multi¬ 
ple  locations  including  installations, 
training  and  ongoing  user  support  in 
unison  with  various  system  vendors. 

Our  group  is  committed  to  adding 
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HELP  WANTED 


INFORA^TION  SYSTEMS 

MISDIREaOR 

A  strong  newspaper  Company  in  Zone 
2  is  looking  for  a  MIS  professional, 
witfi  a  minimum  of  5  years  newspaper 
technical  and  managing  experience. 
This  is  a  multi-site  networked  pub¬ 
lishing  systems  for  Advertising,  Circula¬ 
tion,  Editorial,  Finance  and  Production. 
Candidates  must  be  experienced  in  MS 
Word  and  QuarkXPress  and  have 
extensive  knowledge  of  Novel  and  NT 
networking.  Experience  with  GEAC 
(Collier  Jackson),  VAX  and  other  soft¬ 
ware  packages  very  beneficial.  The 
ideal  candidate  will  possess  excellent 
verbal  and  written  communication 
skills.  We  offer  a  competitive  wage 
and  comprehensive  benefit  package 
including  health,  dental  benefits, 
401  (k)  and  paid  vacations.  Please 
forward  resume  and  letter  of  interest  to 
Box  08851 ,  Editor  &  Publisher. 


SYSTEMS  ADMINISTRATOR 

The  San  Diego  Union-Tribune  is  seek¬ 
ing  a  Systems  Administrator  for  our 
Information  Technology  Department  to 
work  in  the  Production  Systems  Group. 

You  will  manage  and  develop  systems 
used  to  support  the  company's 
objectives.  This  position  would  ensure 
availability  of  high-performance 
equipment  such  as  Tandem  ServerNet 
and  CLX  systems.  Sun  Solaris  and  Win¬ 
dows  NT  systems.  Applications  which 
run  on  these  systems  are:  System  Inte¬ 
grators,  Inc.  (Sll)  Editorial  and 
Classified  software;  Cascade  Ad  Man¬ 
agement  System  (ImageFlow/ 
DatoFlow);  Autologic  International,  Inc. 
(All)  Oman/NT  imaging  system  among 
others  such  as  Sybase. 

We  are  looking  for  a  candidate  that 
has  a  Bachelor's  degree  in  Computer 
or  Information  technology,  including  com¬ 
puter  networks  or  equivalent  experi¬ 
ence.  Must  have  2  years  experience  in 
a  Systems  Analyst  or  Manager  posi¬ 
tion.  Degree  in  software  development 
and  3  years  experience  in  pro¬ 
gramming  of  high-performance 
workstations/servers.  Three  years'  of 
newspaper  prepress  experience  is 
highly  desired. 

The  San  Diego  Union-Tribune  offers  an 
excellent  benefits  and  compensation 
package  to  include  medical,  401  (k) 
etc. 

Please  send  resume  and  salary  history 
to: 

The  San  Diego  Union-Tribune 
Human  Resources  Department 
Job5d-99/KKE&P 
P.O.Box  1201 91 
San  Diego,  CA  921 1 2-0191 
or  E-mail:  Ut.jobs@uniontrib.com 

An  Equal  Opportunity  Employer 
www.uniontrib.com 


INFORMATION  SYSTEMS 

THE  JOURNAL-STANDARD,  a  1 7,000 
circulation  daily  in  NW  Illinois  is  look¬ 
ing  for  an  IS  professional  to  lead  our 
Pre-Press  department.  Duties  include 
daily  pagination  of  Advertising  and 
News,  backups,  software  and 
hardware  maintenance,  web  site  main¬ 
tenance,  troubleshooting,  training  on 
systems,  quality  controf  and  meeting 
printing  deadlines.  Candidates  should 
be  knowledgeable  in  working  with 
UNIX,  Macintosh,  and  Windows  95/ 
98.  Prior  pre-press  experience  a  must. 
We  offer  a  competitive  salary  plus  an 
excellent  benefit  package.  Please  send 
resume,  with  salary  requirements  to: 

The  Journal-Standard 
Attn:  Julie  N.  Taulman 
P.O.Box  330 
Freeport,  IL61032 


MAILROOM  FOREAAAN 
Mailroom  foreman  needed  for  Zone  2 
seven  day  doily  with  35,000  circula¬ 
tion.  We  need  a  professional  with 
strong  organizational  and  mechanical 
skills.  Must  be  able  to  assess  personnel, 
and  make  needed  changes  to  build  a 
strong  future  staff.  Must  have  strong 
background  in  planning,  training, 
budget  and  deadline  adherence.  Expe¬ 
rience  with  Muller-Martini  inserters  a 
plus.  Send  replies  to  Box  08860,  Editor 
&  Publisher. 


PRESSROOM 


_ MAILROOM _ 

MANUFACTURING 

SUPERVISOR 

The  Times  Newspaper  is  seeking  a 
Manufacturing  Supervisor  with 
mechanical  aptitude  to  manage  and 
supervise  our  Night  Packaging  Depart¬ 
ment  operation.  Hours  are  10  p.m.  to 
6  a.m.  Candidates  should  have  pre¬ 
vious  manufacturing  management 
experience  and  the  ability  to  supervise 
and  work  with  a  large  production  staff. 
Willing  to  train  the  right  individual. 

The  position  requires  an  individual  with 
strong  leadership  and  excellent  orga¬ 
nizational  and  communication  skills. 
Must  also  be  able  to  meet  deadlines 
and  maintain  a  clean,  safe  work 
environment. 

We  offer  a  competitive  salary  and 
benefits  package.  Pre-employment 
physical  vrhich  includes  drug  screen 
prerequisite  for  employment.  For  con¬ 
sideration,  please  send  resume  and 
salary  history  to: 

Personnel 
THE  TIMES 
500  Perry  Street 
P.O.Box  847 
Trenton,  NJ  08605-0847 

An  Equal  Opportunity  Employer 

PRESSROOM 


ASSISTANT  PRESSROOM  FOREMAN 

The  Milwaukee  Journal  Sentinel,  Wisconsin's  largest  daily 
newspaper,  has  an  opening  for  an  Assistant  Pressroom  Foreman  to 
share  the  responsibility  for  all  pressroom  operations,  including 
maintenance  functions,  with  the  pressroom  management  team.  The 
successful  candidate  must  bring  a  high  energy  level,  be  strongly 
motivated  and  demonstrate  initiative.  This  individual  will  have  strong 
leadership  skills  and  the  ability  to  successfully  manage  change  in  a 
department  of  140  full-time  and  part-time  employees.  In  addition, 
they  must  support  the  superintendent  in  keeping  the  department  on  a 
continuous  road  of  improvement  on  several  levels,  including:  quality 
of  product,  employee  relations,  customer  service,  workplace 
efficiency  and  cost  containment. 

The  qualified  candidate  will  have  a  minimum  of  four  (4)  years  of 
pressroom  supervisory  experience  on  web  offset,  double-width 
presses. 

The  Milwaukee  Journal  Sentinel  Inc.  is  one  of  seven  subsidiaries  that 
make  up  Journal  Communications  Inc.,  an  employee-owned 
diversified  communications  company.  We  offer  a  competitive  wage 
and  comprehensive  benefits  package,  including:  Stock-ownership, 
health,  dental,  vision,  401  (k),  pension  plan  and  tuition  reimbursement. 

Please  forward  r^sum^  and  salary  expectations  to: 


Attn:  Human  Resources 
333  W.  State  Street,  Milwaukee,  Wl  53203 
Fax:  (41 4)  224-2897 

Journal  Sentinel,  Inc.  Is  an  Equal  Opportunity  Employer 
Supporting  Diversity  In  the  Workplace 


I _ MARKETING _ 

MARKETING  AND  PROMOTIONS 

The  Wyoming  Tribune-Eagle  is  looking 
for  a  Marketing  and  Promotions  Man¬ 
ager  to  help  us  take  our  company  to 
the  next  level.  This  individual  must  be 
creative,  self-directed  and  willing  to 
take  risks  and  explore  new  and 
innovative  ways  to  promote  our  orga¬ 
nization.  Our  new  Marketing  and  Pro¬ 
motions  Manager  must  be  able  to  plan, 
negotiate,  appraise,  measure  and 
present  all  aspects  of  a  marketing  plan 
and  promotional  opportunities.  Knowl¬ 
edge  of  QuarkXPress,  PhotoShop, 
Word  and  Excel  or  similar  is  a  plus. 
Pay  in  the  high  $30's  to  mid-$40's 
depending  upon  qualifications.  Send 
resume  and  cover  letter  stating 
qualifications,  experience  and  salary 
history  to  Scott  Walker,  VP  Marketing 
and  Operations,  Wyoming  Tribune- 
Eagle,  702  W.  Lincolnway,  Cheyenne, 
WY  82001  or  E-mail 

scott@wyomingnews.com 

PROMOTION  UREaOR 

The  Las  Vegas  Review-Journal, 
Nevada's  largest  newspaper,  is 
searching  for  on  experienced  Promo¬ 
tion  Director.  Applicants  must  be 
hands-on  managers  with  strong  lead¬ 
ership  and  organizational  skills,  and 
have  demonstrated  their  ability  to 
motivate  in  a  team  environment. 
Reauirements  also  include  an 
understanding  of  and  ability  to  interpret 
market  research  data.  The  successful 
candidate  will  work  closely  with 
internal  staff  as  well  as  research  firms 
and  advertising  agencies,  also  must 
possess  excellent  oral  and  writing 
skills.  This  position  supervises  a  staff  of 
1 4  graphics,  research,  PR,  real  estate, 
and  special  sections  departments. 

If  you  are  considering  a  career  move, 
we  offer  an  attractive  package  of  com¬ 
pensation  and  benefits  along  with  the 
opportunity  to  put  your  talents  to  work 
with  a  growing  newspaper  in  one  of 
the  most  dynamic  metro  areas  in  the 
country. 

If  you  are  qualified,  send  your  resume 
by  July  1  to  Jim  Hannah,  director  of 
human  resources,  Los  Vegas  Review- 
Journal,  P.O.  Box  70,  Los  Vegas,  NV 
89125-(X)70.  You  may  E-mail  in  plain 
text  only,  no  attachments,  to: 

Jim_Hannah@fvrj.com 

SALES  MARKETING  AAANAGER 

Leadership  opportunity.  $10,(XX),000 
Zone  1  publishing  comcxiny,  plans  to 
double  in  size.  Interested  in  investing  in 
proven  soles  marketing  leader.  Proven 
record  a  must.  Send  cover  letter, 
income  history  and  resume  to  Box 
08858,  Editor  &  Publisher. 

NEW  MEDIA 

WEBDIREaOR 

Major  Zone  2  newspaper  seeks  a 
director  for  regional  new  media  ven¬ 
ture.  Position  requires  management 
and  Web  site  experience.  Project 
management  skills,  creativity  and 
entrepreneurial  spirit  are  valued  above 
technical  knowledge,  but  thorough 
knowledge  of  the  Web  is  essential. 
Excellent  compensation  and  benefits. 
Send  letter  of  introduction  and  resume 
to  Box  08856,  Editor  &  Publisher. 
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HELP  WANTED 


_ PHOTOGRAPHY _ 

PHOTO  SUPERVISOR 

The  Times-News,  a  family-owned 
newspaper  in  Erie,  PA,  is  looking  for  a 
photo  supervisor  to  lead  and  supervise 
a  five-person  photo  staff. 

You'll  be  in  charge  of  making  recom¬ 
mendations  on  photo  decisions  for  our 
front  page,  local  page,  sports  and 
feature  photos.  You'll  also  play  a  lead¬ 
ing  role  as  we  make  the  transition  next 
year  from  producing  three  editions  a 
day  (two  afternoon  editions  and  one 
morning  edition)  to  a  morning-only 
paper.  We  are  looking  for  someone 
with  a  passion  for  news,  strong 
technical  skills  and  a  sharp  eye  for 
dramatic,  storytelling  photograpns  and 
how  those  photos  will  play  on  the 
page. 

If  you  can  inspire  and  coach  your  staff 
and  work  collaboratively  with  editors 
and  reporters,  we'd  like  to  hear  from 
you.  We  offer  a  competitive  salary  and 
a  promise  that  Erie  is  a  great  place  on 
a  Great  Lake  to  make  great  photos. 
Send  work  samples,  ana  tell  us  about 
your  experience  in  photography, 
picture  editing  and  management  in  a 
cover  letter  and  resume  to: 

Tony  Pasquale 

Times  Publishing  Company 
205  W  12th  Street 
Erie,  PA  1 6534 

PRESSROOM 

NIGHT  PRESS  OPERATOR/ 
SUPERVISOR 

The  TDN  Publishing  Company,  pub¬ 
lishers  of  the  Troy  Daily  News-TDN 
Net,  an  award  winning  Pulitzer 
Information  Company,  is  seeking  an 
experienced  Nignt  Press  Operator/ 
Supervisor  to  run  our  Goss  Urbanite 
press  with  the  highest  standards  of 
quality  and  to  supervise  the  night 
operations. 

TDN  offers  an  excellent  working 
environment,  progressive  technology, 
and  an  excellent  benefit  program 
including  401  (k)  arxd  ESPP. 

Please  send  resume  and  salary  require¬ 
ments  to: 

TDN  Publishing  Company,  a 
Pulitzer  Prize  Community  Ne^*4paper 
Attn;  Human  Resources  Marxiger 
224  S.  Market  STreet 
Troy,  OH  45373 
jnormandin@pulitzer.net 

PRESS  MANAGER,  The  News-Topic 
An  opportunity  for  you,  if  you  have  the 
right  press  management  experience 
and  enjoy  the  bMuty  and  lifestyle 
found  in  tne  foothills  of  the  Blue  Ridge 
Mountains  of  North  Carolina. 


Seeking  a  hands  on  press  manager. 
Operation  and  maintenance  skills 
essential.  Duties  include  producing/ 
selling  top  quality  commercial  printing 
while  publishing  our  6-day  AM  paper. 


_ PRESSROOM _ 

PRESS  OPERATORS 

Experienced  Goss  Offset  newspaper 
press  operators  needed  at  Denver's 
fastest  growing  newspaper.  Seven 
years  of  double-width  experience  with 
preference  to  applicants  with  Colorliner 
operator  experience.  State-of-the-art, 
7-year-old,  all  Colorliner  facility.  We 
offer  a  competitive  salary  and  benefits 
package.  Great  place  to  work  with 
G.C.I.U.  contract.  Located  30  minutes 
away  fram  Rocky  Mountain  recrea¬ 
tional  areas  offering  skiing,  hiking,  hun¬ 
ting  and  fishing. 

Interested  candidates  please  send 
resume  to: 

Human  Resources  -  Cindy  Uribe 
Denver  Rocky  Mountain  News 
400  W.  Colfax  Avenue 
Denver,  CO  80204 

PRESSROOM  FOREMAN 
Press  foreman  needed  for  Zone  2 
seven  day  daily  with  35,000  circula¬ 
tion.  Successful  applicant  should  have 
ability  to  expand  on  already  high  qual¬ 
ity  standards  of  this  newspaper.  Must 
hove  proven  track  record  for  training, 
planning,  maintenance,  organizational 
skills,  and  deadline  adherence.  We  are 
looking  for  a  motivator  and  team 
player  who  can  lead  this  department 
into  the  new  millennium.  Experience  on 
Goss  Urbanite  presses  a  must.  Reply  to 
Box  08862,  Editor  &  Publisher. 


PRESSROOM  STAFF  AND  MANAGER 

Prescott  Newspapers,  Inc.  has  open¬ 
ings  for  experienced  commercial  open 
web  press  operators  and  assistant  pro¬ 
duction  manager.  Able  to  work  nights, 
weekends  and  holidays.  Excellent 
benefits  and  new  16  unit  Goss  press. 
Mail  resume  ar  Fax  to  (520)  777- 
8625,  PNI,  P.O.  Box  312,  Prescott,  AZ 
86302.  PNI  isE.O.E. 


PUBUSHING  SYSTEMS 


This  is  a  clean  press  roam  environment 
with  a  1997  9-unit  Goss  Community 
SSC  (30,000IPH)  press.  Manage  a 
trained  staff  of  5.  Salary  plus  banus  for 
increased  commercial  print  revenues 
and  expense  controls.  If  interested, 
please  contact  Dick  Mitchell,  publisher. 
The  News-Topic,  P.O.  Box  1110, 
Lenoir,  NC  28645  or  dmitchel@vvi.net 


PRODUCnON/TECH 

MANUFACTURING  SUPPORT 
MANAGER 

The  Arizona  Republic  is  looking  for  a 
Manufacturing  Support  Manager  to 
lead,  direct  and  supervise  the  mechan¬ 
ical,  electrical,  technical  and  engineer¬ 
ing  functions  at  its  two  production 
facilities.  This  senior  management  posi¬ 
tion  will  develop,  recommend,  and 
implement  ideas  and  projects  that 
improve  production  flow,  quality,  pro¬ 
ductivity,  efficiency,  cost  savings  and 
employee  development  in  a  deadline- 
oriented,  seven-day  a  week  newspaper 
printing  and  production  environment. 

Minimum  requirements  include  a  Col¬ 
lege  Degree  or  equivalent  experience; 
strong  mechanical  aptitude  and 
electrical/technical  knowledge; 
excellent  communication,  organization, 
and  analytical  skills,  provenleodership 
and  problem  solving  abilities;  four-to- 
six  years  management  experience  and 
a  strong  customer  service  orientation. 
Prior  experience  within  the  newspaper 
industry  is  preferred,  but  not  required. 
Prior  experience  in  a  union  environ¬ 
ment  is  a  plus. 

Interested  candidates  should  send  or 
fax  resume  and  salary  requirements  to: 

Susan  Swim 
The  Arizona  Republic 
200  E.  Van  Buren 
Phoenix,  AZ  85004 
Fax  (602)  256-7334 

The  Arizona  Republic  is  an  Equal 
Opportunity  Employer 

PRESSROOM  SUPERVISOR 
Responsibilities  include  supervising 
press  crew-  maintaining  print  quality 
on  and  off  timer;  pemrming  basic 
maintenance;  maintaining  all  newsprint 
waste;  training  af  press  crew  members; 
and  special  projects.  R^uired:  at  least 
five  years  offset  printing  experience; 
knowledge  of  press  and  related 
equipment-  and  a  background  in  man¬ 
agement.  Please  send  resume  lo: 
Asheville  Citizen-Times 
P.O.  Box  2090 
Asheville,  NC  28802 
Attn;  Jim  Burns,  Production  Director 
Fax:  (828)  281-4372 


PUBUSHING  SYSTEMS 


Excellence  isn't  our  Goal. 
It's  our  Standard. 

If  it's  yours  too,  we'd  like  to  hear  from  you.  We're 
ready  to  introduce  the  future  of  open  systems 
publishing.  Join  us  and  earn  the  rewards  from 
your  success  with  newspapers  or  networked  PC's. 
Send  resume  to: 


Clext 


1428  E.  Ellsworth  Rd.  Ann  Arbor  Ml  48108 
Ph.  734-677-4700  •  Fax  734-677-4747 

SEE  US  AT  NEXPO  BOOTH  *1779 


PRODUCnON/TECH 

TECHNICAL  SUPPORT  MANAGER 

The  Arizona  Republic's  Production 
Department  is  looking  (or  a  Technical 
Support  Manager  to  lead,  direct  and 
supervise  the  technical  staffs  of  our  two 
production  facilities.  This  person  will 
develop,  recommend,  and  implement 
ideas  and  projects  that  improve  pro¬ 
duction  flow,  quality,  productivity,  effi¬ 
ciency,  cost  savings  and  employee 
development  in  o  deadline-oriented 
newspaper  pri.nting  and  production 
environment. 

Minimum  requirements:  a  College 
Degree  or  eguivalent  experience; 
strong  electrical  systems  knowledge; 
maintaining  the  technical  aspects  of 
production  related  equipment  including 
presses,  platemaking,  mailroom  and 
PC  equipment;  has  the  ability  to 
evaluate  and  implement  changes  to  the 
hardware  and  software  applications 
related  to  these  systems;  good  commu¬ 
nication,  organization  and  analytical 
skills,  proven  leadership  and  problem 
solving  abilities;  as  well  as  a  strong 
customer  service  orientation. 

Interested  candidates  should  send  or 
fax  resume  and  salary  requirements  to: 

S.  Swim 

The  Arizona  Republic 
200  E.  Van  Buren 
Phoenix,  AZ  85004 
Fax  (602)  256-7334 

The  Arizona  Republic  is  an 
Equal  Opportunity  Employer 


NEW  MEDIA  SALES 

The  industry's  leading  Internet  devel¬ 
opment  company  (or  newspaper  and 
magazine  publishers  is  looking  for  a 
dynamic  and  creative  sales  person  to 
help  us  dominate  our  market.  Candi¬ 
date  must  be  comfortable  working  with 
new  media,  and  must  know  newspa¬ 
per/magazine  business  cold.  ^If- 
storters,  motivated  performers  only. 
Fax  resume  and  salary  history  to 
(51 6)  767-3485  or  E-mail  to 
jobs@gcnpublishing.com 

SALES/MARKETING  PERSON  with 
experience  wanted  to  join  a  start  up 
company  with  new  product  for  digital 
delivery  of  newspapers.  Consulting 
arrangement  also  possible.  Send 
resume  to  mhorvat@msn.com 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


r-. 


www.mediainfo.com 
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11  W  19tti  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazejpemedialnfo.com  •  michelea@mediainfo.conn 


POSITIONS 

WANTED 


FINANCE 


CLASSIFIED  ADVERTISING 
INFDRMATIDN 


FORMER  GANNEH  CONTROLLER, 
victim  of  an  acquisition  by  cnhi,  seeks 
opportunity.  Ten  years  experience  os 
controller  and  eighteen  years  in  the 
industry  including  all  facets  of  account¬ 
ing.  Experience:  supervising  ten  full 
timers  and  two  part  timers  (including 
IS),  Veteran  of  two  successful  computer 
conversions,  and  total  responsibility  for 
A/P,  A/R,  GL,  payroll,  F/A,  EOM  clos¬ 
ing,  capital  and  annual  operating 
budget  submissions. 

Telephone:  (217)  442-681 3 
E-mail:  rmoore50@worldnet.att.net 


ADVERTISING 


AD  DIRECTOR  SEEKING  position  in 
Zones  1  or  2,  that  will  lead  to  GM  slot. 
Reply  to  Box  08833,  Editor  &  Pub¬ 
lisher. 


AD  DIRECTOR/Sales  Manager  with 
Publisher  experience.  Strong  manage¬ 
ment  skills.  Sales  just  making  tne 
grade?  Need  FIRE  back  in  their 
BELLIES?  I  understand  bottom  line  and 
profit.  Strong  in  Inserts/Single  Sheet 
P&D's.  Long  term/Short  term.  Live  in 
Zone  2.  Let's  Talk  in  confidence. 

(516)653-3361 

E-mail:  wja.mla.com@woHdnet.att.net 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 

HELP  WANTED  POSITIONS  WANTED 

(includes  online  posting)  (includes  online  posting) 

1  week . $11.75  1  week . $5.5 

2  weeks  . $10.35  2  weeks  . $4.5 

3  weeks  . $9.05  3  weeks  . $3.8i 

4  weeks  . $7.85  4  weeks  . $3.4 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  /\dd  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 


EDITORIAL 


TRAVEL  WRITERS  WANTED 


EXPERIENCED,  award-winning  writer/ 
editor  seeks  new  career  challenge  with 
specialty  or  trade  publication.  Willing 
to  relocate.  (305)  891-2595. 


Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 
Jeff  (973)  575-1005 


NEXT  ISSUE 
NOVEMBER  6 


For  your  FREE  copy, 
please  call  Michele  Appello  at 

(212)  675-4380  ext.  173  or 
e-mail;  michelea@mediainfo4X)m 

I  Advertisers,  for  space/material 
deadlines  call  Hazel  Preuss  at 

(212)  675-4380  ext.  171 


The  use  of  borders,  boldface,  l(^os,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 


Make  check  payable  to  Editor&  Publisher 
milllgg]  or  charge  to  your  American  Express, 

vtS4  MasterCard  or  visa.  Please  supply  name 

■■IB  PIBPliPl  ■gHK  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads,  new  accounts  and  positions  vanted  ads  ntusi  pie-pay. 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for:  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
lisad@mediainfo.com 


E&P  EMPLOYMENT  ZONE  CHART 


Use  zone  number  to  indicate  location  without  specific  Identification 


VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  /Vppello  /  Extension  173 
Lisa  Dixon  /  Extension  174 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 
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Unleash  the  power  of 
print  and  online  technology 


and  learn  to  navigate  the 
marketing  challenges  ahead! 

Find  out  how  to  effectively  package  your  print  and  online  products  and  get  practical 
marketing  strategies  to  chad  your  way  to  success  in  the  21st  century. 

Join  us  for  these  great  NAA  events  at  the  Hilton  Chicago  &  Towers! 

July  15-18  July  18-21  July  17-18 

CONNECTIONS' '99  The  1999  NAA  Marketing  Smaller-Market  Symposium 

Print  &  Online:  Conference  Take  home  hundreds  of 

The  Power  of  the  Package  Navigating  the  21st  Century:  solutions  to  smaller-market 

Fresh  Ideas  challenges  for  less  than  $1001 


A 


Newspaper 
Assodation 
of  Americsr 


Register  today! 

Go  to  www.naa.org/conferences,  or  call  (703)  902-1777. 


BS?P  SHOP  TALK  AT  THIRTY 


by  Michael  Bugeja 


Bridging  the  great  divide,  J-scheeis 
ought  to  focus  sights  on  ohiectivity 


Do  public  relations  and  advertising 
belong  in  journalism  schools  whose 
emphasis  ought  to  be  on  objectivity 
and,  hence,  the  news?  When  I  started  teach¬ 
ing  “fresh”  (read  “arrogant”)  out  of  United 
Press  International,  I  asked  that  question 
often  and  was  inducted  into  the  No- 
Nonsense  Hard-News  Hall  of  Fame. 

1  was  an  elitist.  Now  I’m  an  educator. 
Fact  is,  answering  that  question  is  educa¬ 
tional.  The  old  consensual  arguments  — 
focus  on  reporting,  editing,  and  design  — 
still  apply  but  don’t  address  objectivity  in 
PR  and  advertising. 

By  emphasizing  ob¬ 
jectivity,  rather  than 
sequence,  teachers  train 
students  for  the  elec¬ 
tronic  marketplace,  re¬ 
quiring  expertise  across 
many  media  disciplines, 
rather  than  specialization 
in  any  one. 

NEWS  PROCESS 

News  starts  with 
ideas.  Reporters  might 
investigate  sources  on 
mostly  factual  grounds, 
like  public  records,  or  on 
subjective  grounds,  like  suspicion  about  an 
agenda.  Ideas  are  more  subjective  based  on 
information  from  outside  sources  —  politi¬ 
cal  rivals  or  anonymous  tipsters.  Either 
way,  the  front  end  of  the  process  involves 
individual  perception. 

Reporters  know  objectivity  kicks  in  as 
stories  progress  from  idea  to  final  draft.  If 
not,  editors  spike  stories  (or  should),  con¬ 
trolling  the  back  end  of  the  process  to  avoid 
editorializing  or  libel;  otherwise,  thousands 
of  dollars  may  be  lost  and  credibility  may 
be  damaged. 

Melanie  Rigney  —  formerly  a  UPI  divi¬ 
sion  editor  and  Ad  Age  managing  editor, 
now  editor  of  Writer’s  Digest  —  believes 
news  professors  should  quit  questioning  PR 
and  advertising  and  re-emphasize  the  back 
end  of  the  news  process  because  there, 
especially  in  the  magazine  industry,  cuts  are 
being  made. 

“It’s  not  uncommon  these  days  even  at 


medium-size  publications  for  just  one  per¬ 
son  other  than  the  writer  to  read  the  story 
and  ask  the  hard,  objective  questions  before 
it’s  published,”  Rigney  says. 

Now  more  than  ever,  reporters  have  to 
follow  facts  like  bloodhounds  tracking 
truth.  In  the  beginning,  though,  they  place  a 
premium  on  subjective  analysis. 

PR/AD  PROCESS 

In  PR  and  advertising,  the  process  begins 
more  objectively.  Practitioners  gather  data 
and/or  market  research  to  analyze  situa¬ 
tions,  identify  publics  or  markets,  develop 
strategies,  or  target 
media.  “It’s  absolutely 
necessary  to  begin  the 
PR  process  objectively,” 
says  Bojinka  Bi.shop, 
former  director  of  public 
affairs  for  the  American 
Water  Works  Associa¬ 
tion  and  now  a  professor 
of  public  relations  at 
Ohio  University  (O.U.) 

Bishop  says  practi¬ 
tioners  have  to  know 
three  fundamental  com¬ 
ponents  of  any  situation: 
the  client,  organization, 
product,  service,  or  issue;  the  publics 
involved;  and  the  necessary  media  to  reach 
those  publics. 

“Only  then  can  you  begin  to  be  subjec¬ 
tive  or  creative  in  developing  communica¬ 
tion  strategies  and  tactics  to  connect  the 
players  in  positive  ways,”  she  adds. 

Same  applies  to  advertising. 

Compare  headlines  to  slogans.  By  the 
time  copy  editors  compose  headlines,  the 
news  process  is  all  but  finished.  Slogans,  on 
the  other  hand,  come  early  in  advertising 
because  a  marketing  strategy  might  rest  on 
a  single  operative  word. 

Cassandra  Reese,  former  executive  at 
Kraft  Foods  and  now  an  O.U.  advertising 
professor,  says  advertisers  test  words  and 
align  slogans  with  products  using  scientific 
research,  consumer  panels,  taste-test 
kitchens,  focus  groups,  and  surveys. 
“Sometimes  research  will  lead  marketers  to 
a  word  if  a  product  is  really  ‘whiter’  or 


‘fluffier.’  Then  you  can  say,  ‘Our  brand  is 
whiter’  or  ‘Our  brand  is  fluffier.’  You  would 
give  those  words  to  your  copywriters,  and 
then  they  would  have  to  test  those  words  in 
a  slogan.” 

Jan  Slater,  who  also  teaches  advertising 
at  O.U.  and  owned  an  Omaha-area  agency, 
notes  the  advertising  process  “obviously 
entails  objectivity  that  stems  from  under¬ 
standing  the  consumer’s  wants,  needs,  and 
desires,  and  then  determining  how  Crest,  a 
Big  Mac,  Diet  Coke,  or  Tide  can  meet  those 
wants,  needs,  and  desires.”  After  all.  Slater 
observes,  the  foundation  of  all  brand  .strate¬ 
gy  is  repeat  purcha.se,  and  that  has  to  be 
based  on  objective  data. 

When  initial  pha.ses  of  campaigns  are  too 
subjective,  thousands  of  dollars  may  be  lost 
and  credibility  may  be  damaged  —  just  as 
in  the  news  paradigm  —  only  at  a  different 
point  in  the  process. 

In  the  end,  practitioners  rely  on  objectiv¬ 
ity  to  achieve  subjective  aims.  The  goal  — 
a  political  fund-raiser  or  another  Nike  com¬ 
mercial  —  may  not  appear  as  objective  as 
news  stories  about  a  candidate  or  Nike 
appearing  in  space  provided  by  a  commer¬ 
cial.  But  they  are  all  part  of  the  collective 
process,  and  targeted  at  readers  via  one  fact¬ 
gathering  method  or  another. 

That  said,  you  might  acknowledge: 

•  The  news  and  PR/ad  processes  are 
inherently  opposite,  which  is  why  a  good 
PR  campaign  can  nullify  a  mediocre 
news  story. 

•  The  more  successful  PR  becomes,  the 
sharper  reporters  become  to  offset  the  oppo¬ 
site  processes;  the  moa>  successful  advertis¬ 
ing  becomes,  the  more  space  editors  earn  to 
inform  the  public. 

•  Objectivity  is  as  important  to  the 
PR/ad  paradigm  as  it  is  to  the  news  par¬ 
adigm.  It  just  happens  at  a  different  point 
in  the  process. 

That’s  also  why  public  relations  and 
advertising  sequence^  belong  in  J-schools 
and  why  you,  as  a  standard-bearer,  ought  to 
reaffirm  that. 


Bugeja  is  a  professional  writer  and 
ethicist  at  Ohio  University,  bugeja© 
ohiou.edu 


Objectivity  is  as 
important  to  the 
PR/ad  paradigm 
as  it  is  to  the  news 
paradigm.  It  just 
happens  at  a  different 
point  in  the  process. 
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regime^  North  ivorea  cOT[^^^gainst|he  nei^ 
^  ^^ilP^ountries-  l^^^^feacted  angrily  to  reports 
-«(il^Ppentagon  w^^^pidering  allo\\^^J^^55&|||^r 
cess  to  upgradd^^mot  missil(^j«EicIi  would 
^  deployed  underine  TMD.  The  Beijing  gi^^ermiient' 
^regards  Taiwan  as  a  renegade  province  ^d  has  threap 
ened  to  recover  it  by  force.  A  Pentp^h  repo^^^ 
month  said  “China  is  engaged  ii^^antense 
ballistic  and  missile  forces 


renegade  \re-ni-gacl\  rr.  one  who  has^ jeserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 


What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 


Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 


Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 
Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 


Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 


So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  crucial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 


IftiKywant 
to  reatii  kiik, 


Curiocity  has  helped  Thomson  Indiana 
tap  into  a  market  ignored  by  other  local 
media.  This  unique  product  has  enabled 
us  to  form  relationships  with  grocery 
stores,  hospitals,  Frito  Lay  and 
the  Indianapolis  Colts.” 
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